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NEVER 









UNDERESTIMATE 


the power of 
famous 
Frigidaire 


Products 





To influence women prospects 


The place to win a woman ippro il of a house or 

ipartment is right in the kitehen! And nothin ‘ i kitchen 
faster than modern Frigidaire appliances. Frigidaire nor 
tyling ind work aving teature iré exactl what more omen 
vant. They re real sale magic for your house ind iparti ents! 


To keep tenants happy 


Women love the pacious, separate food freezer. and many 
other conveniences in Frigidaire Deluxe 84 Food Freezer 
Refrigerator. Cooking is easier, too, on Frigidaire Imperial 
hlectric Range with its exclusive Thinking Top unit 

big automatic oven and easy cleaning porcelain finish. Clothes 
are cleaner, laundry costs lower, with brigidaire | ive-Water 


Washing Deluxe Washer and matching Electric Dryer 


To decrease operating costs 


You can boost revenue with Frigidaire Product 
But bk rigidaire extra quality also mean longer ife and lower, 
long term operating costs! And Frigidaire products are 


warranted for dependable, trouble-free services 





More usable kitchens give apartments 


and homes more sales appeal 


Kvery Frigidaire Product is designed to give women the 

features they want in compact cabinets that provide more kitchen 
working space For Refrigerators, Food Freezers, Electric Ranges, 
Automatic Dishwashers, Food Waste Di poser Laundry 

| quipment Room Conditioners and Electric Water Heaters, 

call or write: Frigidaire, Dayton 1, Ohio 


In Canada, Toronto 13, Ontario 


“4y FRIGIDAIRE 


Built and backed by General Motors 
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Published monthly for real estate 
builders, property managers, and 
real estate brokers, by Stamats Pub 
lishing Company. Publication offices 
and general headquarters 427 
Sixth Ave. 5.E., Cedar Rapids, lowa 





$5 a year, $9 
two years, $12 three years in the 
United States. In Canada, $6 a year 
In all other countries, $7.50 « year 
Single copies 60 cents; back issues 
$1 except Roster issue. Member 


Subscription prices 


Audit Bureau of Circulations and 
Associated Business Publications 
NATIONAL REAL ESTATE AND 
BUILDING JOURNAL is entered as 
second class matter, August, 1942, 
at the post office, Cedar Rapids, 
lowa, under the Act of Congress, 
March 5, 1879. Copyright 1055, by 
Stamats Publishing Company. 
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PREVIEW OF COMING ISSUES 


The JournaL will be covering the real estate waterfront in the coming 
months NAREB president Waltemade’s comments on the new 
.. Detroit's brilliant Kendallwood development . . . license 
law background by Robert W. Semenow . . . some tips on increasing farm 
brokerage, and why it pays, by Farm Brokers’ president Frank Baumann 

. and a line-up of sales articles that will really stir your sales meetings. 
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The way Best pitches in and helps you 
plan, develop, finance, advertise and pro- 
mote not only builds extra profits for you 
—it’s sound, sensible manufacturer-dealer 
teamwork that assures continued sales 
success! 



















ESEST dealer help 


makes dollars and sense! 


Here Best sales representatives tell you 
the main points of Best dealer help. For 
the complete story, clip the coupon below. 
And the best time is now! 
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“You can’t sell if you -off with expert 
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DeVille sod won yse Ave se 7 
Best ‘ NW corner ‘ Gc ’ . . — . . | 
erected 4 Roosevelt Re ede Ave Ww. G BEST HOM ES CO 

nue ¢ 511 B. Fo ; é 
Niles Agency \ ungham - 
Wheaton Please rush complete facts on BEST homes. how j 
BEST helps dealers sell, and dealership require ’ 
ments. I understand this information is available 
without cost or obligation 
| 
3 Name 
. - . j 
Firm 

XOWW;C4 

Address 
. City State 
WG BEST HOMES COMPANY - EFFINGHAM, ILLINOIS ! 








THE BEST COMMUNITIES OF TOMORROW ARE BUILT WITH BEST 
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Hall-Hottel Co. 


Indianapolis, Indiana 


Mettel Realty & Insurance Co, 
Dubuque, lowa 


Dutcher Realty Co. 
Grand Rapids, Michigan 


Thorpe Bros. 
Minneapolis, Minnesota 


Herbert V. Jones Co. 
Kansas City, Missouri 


T. Clem Casey 
Bismarck, North Dakota 


Louis 8. Kreider Co. 
Youngstown, Ohio 


J. BR. Schuster Agency 
Beloit, Wisconsin 


Wallace F. McDonald Co. 


Sherman Oaks, California 


Worth Agency 


Charleston, South Carolina 


Myers Preston Hill 
Norfolk, Virginia 


J]. W. C. Morgan Agencies 


York, Pennsylvania 


Howard H. Higgins 


St. Johnsbury, Vermont 


Cowarwlrvine Co. 
Mobile, Alabama 


ar Justice 
Miami Beach, Florida 
Gully & Poor 


Baton Rouge, Louisiana 


Moore Realty & Mortgage Co. 


Greensboro, North Carolina 


a H, West 
Meri 


en, Connecticut 


F. M. & T. BE. Andrew 


Lawrence, Massachusetts 


Howard Cheel 
Ridgewood, New Jersey 


Fagan Real Estate 


Syracuse, New York 


Gordon Donald 
Redlands, California 


A. G. Scott Agency 
Fort Collins, Colorado 


Monarch Lumber Co. 
Great Falls, Montana 


Culp Construction Co, 
Salt Lake City, Utah 


R. E. Anderson & Co. 


Tacoma, Washington 








“PERFECT HOME isthe perfect medium for 
institutional advertising” 


says Realtor John C. Tyson, Montgomery, Alabama. 


“We have sponsored the Perrect 
Home since August, 1949, Our 
mailing list contains the names 
and addresses of all the leading 
professional and business people 
of Montgomery. Numerous re- 
quests to purchase subscriptions to 
this excellent publication is clear 
evidence of the high regard in 
which it is held by its readers,” 
says John C. Tyson of Smith & 
Tyson, Inc., Montgomery, Ala- 
bama. 

“That the majority of our co- 
sponsors have continued to co- 
operate with us year after year 
speaks well as to the value they 
place on Perrect Home as a back- 
ground selling medium. In our 
opinion it is the perfect medium 
for institutional advertising.” 

Perrect Home is sponsored 
the nation over by blue ribbon 
organizations in home selling, 
home financing or home building. 
It associates you and your selected 
co-sponsors with quality, It is a 
dignified, powerful way of inspir- 
ing confidence among the key, 
influential people of your com- 
munity, 

A limited number of exclusive, 
annual, renewable franchises are 
available to established firms with 
unimpeachable reputations. If you 
are interested, address your in- 
quiry to 


PERFECT 
Hout 


% perre a trhem iat 
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Five Tysons operate Smith and Tyson, 
Inc., founded in 1945 by Luther H 
Smith (deceased), Virginia B. Tyson, 
and John C. Tyson, Jr., now president 
Mr. Tyson's twin sons, Walter B. and 
Thomas M., are vice presidents and 
salesmen, while a third son, John ¢ 

III, an attorney, is secretary and coun 
selor. Mr. Tyson was a charter member 
and first chairman of the Multiple 
Listing Bureau of Montgomery. His 
company is a member of NAREB, 
NIREB, and NIFB, and represents four 
leading insurance companies. The firm 
has developed six apartment corpora- 
tions and manages 400 dwelling units. 
The company sells large numbers of 
homes, commercial, apartment and 
farm properties, and presently plans to 
develop 110 choice residential lots 


STAMATS PUBLISHING COMPANY 


CEDAR RAPIDS, IOWA 


Number 125 in a Series 
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American Houses, Inc. 


presents a proved and profitable 


““Builder-Dealer Program” 


American Houses, Inc., one of the oldest 
prefabricating firms in the business, offers 
to selected residential builders a tested and 
proved “Builder-Dealer Program’’, care- 
fully developed to give valuable advan- 


tages to those who qualify. 


Authorized American Houses Builder- 
Dealers, under the terms of this new plan, 
get an assigned territory. All inquiries 
received by American Houses pertaining 
to that territory will be forwarded to the 
Builder-Dealer. 


Bonus 


Each year, American Houses will pay to its 
Builder-Dealers a Bonus, based on the Builder’s 
net sales during the fiscal year, according to an 
established schedule. 


This new program is only one indication of the 
close interest and constant help which American 


American Houses, at its own expense, will 
carry On a continuing general advertising 


program in the Dealer’s territory 


American Houses will develop a model house 
promotion Campaign designed to create 
interest in and sales of the model and will 
enter into a cooperative advertising pro- 
gram with the Builder in this promotion 
In addition, American Houses will supply 
the Builder-Dealer with help in conne¢ 

tion with his local advertising campaign, 
and will supply him with a quantity of sales 


and promotional advertising material 


Plan 


Houses offers its Builder-Dealers. Such interest 
and help can build your sales and give you 
increased returns from every working dollar 
And there are American Houses designs which 
suit your markets—from $7500 to over $35,000, 


in traditional and modern styles 


AMERICAN HOUSES IS FRANCHISING BUMDER-DEALERS IN THE FOLLOWING STATES: 


New York 


Pennsylvania 


Massachusetts 
Connecticut 


New Jersey 


For further information, 


write or call: 


NATIONAL Rea Estate AND ButLpiInGc JouRNAL 


Delaware 
District of Columbia 
Maryland 


American Houses Inc. 


Virginia Dennessee 
North Carolina Georgia 


South Carolina 


DEPT. AB-9, 165 WEST 46TH STREET 
NEW YORK 36, N.Y. Plaza 7-6100 
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“The supply of mortgage money over the next 
12 months will be ample to meet all legitimate 
financing needs,” according to Wallace Moir, 
Mortgage Bankers Association president. “No 
actual shortage of funds will develop, but fi 
nancing on the unsound, excessively easy terms 
of a year ago will not again be available.” 


“Dissatisfaction with current housing arrange- 
ments was expressed by 15% of the home-own 
ing families and by twice as large a proportion 
of renters. Many reasons were given, but in 

sufficient space was apparently the most com 

mon source of dissatisfaction. Families hav 
ing less than one room per person expressed 
dissatisfaction more than twice as frequently 
as those with more space. About 30%, of the 
families owning homes of four rooms or less 
were dissatisfied in contrast with about 10% of 
the owners of homes with more rooms. For 
renters, the corresponding proportions were 
355% and 23%. . 


“Unfavorable location of their present homes 
was mentioned by many families desiring to 
move, High operating expenses were cited more 
often by renters than by home owners who ex 
ected to change their housing arrangements 
me tation of change in job location was men 
tioned by one-third of the families feeling un 
settled in their present homes, but by only one 
eighth of the home owners with plans to buy or 
build another house. . .” 


These quotes are taken from the Federal Reserve 
Commission's “1955 Survey of Consumer Fi 
nances: Housing Arrangements of Consumers.’ 
Based on a necessarily small sampling, the 
trends indicated seem well supported by com 
ments from real estate men around the coun 
try. 


Convention time is already on us. NAREB’s Lowell 
Baker reports that pre-convention registration 
is the largest in NAREB'’s history, so the No 
vember trip to New York is going to be a pop 
ular one 


NAHB, meanwhile, has ambitious plans for its 
January convention, greatly enlarging display 
space. The Chicago Coliseum will house 200 
extra exhibit spaces, as well as all available space 
in the Conrad Hilton and Sherman hotels. Ad 
vance registrations will be taken starting this 
month, according to Paul S. Van Auken, con 
vention-ex position director 


Arthur W. Viner, executive secretary of the Vol- 
untary Home Mortgage Credit Program, re 
ports that more than 4,000 mortgages, totalling 
over $32 million, have already been placed with 
private lenders in the first six months of actual 
operation of the Program. “These not 

loans, but loans in remote areas and 

small communities of the nation and loans to 


were 
“@asy 


members of minority groups,” Viner said 
They were loans which, without the VHMCP, 
would have been made by the government or 
not at all.” 


HHFA head Albert M. Cole: “What we want is a 
ystem of flood insurance that the insurance 
companies will be able to offer persons living 
in potential flood areas at rates that are within 
the means of the people living in those areas 
This should be a private industry program with 
the backing of government.” Serious studies of 
the possibilities of flood insurance at reasonable 
rates are already under way. As Cole remarks. 
“This is not something new. It comes up every 
time there is a bad flood, but up to now nothing 
has come of it We want to explore all possi 
bilities, to see if something cannot be worked out 
to put an end to this seemingly needless type of 
flood tragedy.’ Cole says that “one of the worst 
tragedies growing out of every serious flood. 
aside from the loss of lives, is the discovery by 
many home owners that their insurance policies 
did not cover loss or damage by floods.” 


HOUSING STARTS — PUBLIC AND PRIVATE 

(Underlined figures indicate record for that period) 
1950 
Jan 78.7 
Feb $2.9 
Mar 117.3 
Apr 143.4 
May 149.1 
June 144.3 
144.4 
Aug 141.9 
Sept 120.6 
Oct 102.5 
Nov 87.3 
De« 93.6 

Yearly 
Totals 

birst 8 


1951 
85.9 
80.6 
93.8 
96.2 
101.0 
132.5 
90.5 


1952 
64.9 


fia 


1954 
66.4 


1955 
88.0 
90.0 
103.9 117.0 
106.2 107.7 127.0 
109.6 i 108 132.0 
103.5 116. 129.0 
102.6 ‘ 7 116 115.0 
99.1 114.4 123.0 
100.8 5 115.7 

90.0 101.1 110.7 
74.5 86.1 103.6 
60.58 71.5 90.6 


July 
89.1 
96.4 


1,396 1,091 1,127 


1,220 


Months 992 769 767 771 800 928 


Seasonally adjusted annual rate 


of 1955 


private only), first 8 month 


January 424,000 
,381,000 
407 ,000 
April ,419,000 
May 306,000 
June 320,000 
202,000 

$04,000 


February 


March 


July 


August 


Non-farm housing starts bounced back in August after the July 
decrease, with August starts this year the highest for the month 
since the record 1950 year. All sections of the country reflected 
gains, even those areas hit by floods, where most residential con 
struction was under way at a distance from the stricken areas. 
The seasonally adjusted annual rate rose to 1,304,000 from July's 
1,202,000. Starts for the first cight months are running more than 


100,000 ahead of the same period of 1954. 
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WOULD YOU LIKE TO 


triple your profits 


without increasing your investment. 


v 


™ 
Custom-fabrication the New Century way lets you erect more quality homes in 


shorter time than by conventional methods, and New Century homes sell on sight. 


An exclusive feature of the New Century Plan (in addition to quality structural 


features that are far superior to other prefabs) is that no two exterior treat 


ments need look alike. 


You, or we, can design the exterior to use any locally 


available materials and your customer can have a house distinctly his. New 


Century homes never run afoul of “look-alike” restrictions. 


Now, how about those profits? 


First, New Century’s custom-fabrication allows 
you to build at least three houses in the same time 
you would build one by conventional methods . 
and in many ways they are structurally better homes. 


Second, most of your planning and paper work 
is eliminated or done for you by New Century. 


Third, your inventory problem is greatly reduced, 
eliminated entirely on the structural part of the house. 


Fourth, your labor costs for erection are greatly 
reduced. 


Fifth, knowing exactly what the house structure 
costs (and you'll find it interestingly low) removes 
much of the gamble from your operation. 


Sixth, because a New Century house can always 
be under roof and completely enclosed in a few hours, 
the weather factor is largely eliminated, 


Seventh, because you are dealing with a friendly, 
medium-sized company whose personnel takes a per- 
sonal interest in every one of its Dealer-Builders, and 
every house, you are assured of complete cooperation 
in furthering your own plans and program. 

Eighth, experience of every present New Century 
Dealer-Builder in making at least 10% on his invest- 
ment is your assurance that you, too, can make a 
better-than-average profit on your investment. 


C’ 


Y 





NEW CENTURY HOMES, INC. 
Lafayette, Indiana, Telephone No. 2-0171 


NATIONAL REAL Estare AND BUILDING JOURNAL 


What do we want? 


First, we have several desirable territories open 
in the mid-west, where the need for houses is great, 
where New Century houses will fit into the building 
picture, and for which we want new Dealer-Builders 


Second, financially responsible men who are ex- 
perienced builders, to build five or more New 
Century houses a year 


Third, ambitious men who may not have had 
building experience, but who are anxious to make 
money, can duplicate the experience of many of our 
present Dealer-Builders who came into the building 
field through the New Century Plan 


Fourth, we want YOU to be familiar with the 
New Century Plan of custom-fabrication, and to make 
it easy for you, suggest that you use the coupon 
for futher information 


Fifth, we'd like for you to come to Lafayette to 
see our modern plant, watch New Century houses 
being built, inspect materials that go into them, visit 
New Century and other make houses — then — make 
up your own mind whether the New Century Plan 
can do for you what it is doing for so many other 
progressive Dealer-Builders 


Sixth, and finally, if you are a builder who looks 
ahead to a profitable future in the building business, 
we want you as a New Century Dealer-Builder. 


New Century Homes, Inc 
Lafayette, Indiana 
Please 


Century s 


send me complete information about New 


custom-fabrication plan and some evidence to 


prove your statements 


Name 

Company 

Address 

City inaitinaene State 
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Promoting Prefab Sales 





Year-Round Merchandising 


Kokomo, Indiana Realtor-builder designs his ad- 
vertising to make the most of his New Century 
demonstration houses. Just finishing a 139-unit 
subdivision, he already has acquired land for 1956 
and 1957 development. 


expenses, By estimating the approximate number of 
houses to be built, Robbins has a pretty good idea in 
advance of just what he’s going to spend, and then al 
locates varying amounts for newspaper, radio, open 
Aerial view of the Robbins Company's extremely successful houses, bus advertising, etc. ; 

159-house New Century Homes subdivision in Kokomo, which Robbins considers the open house of prime impor 
New Century considers one of its best promotions this year. tance to his whole merc handising program, and plans 
Robbins has already purchased 122 acres for development in 'WO each year, one in the spring and one in the fall. 
1955 and 1956, and thus is able to line up mortgage and construc- “We find that 30 days’ preparation isn’t too mu h 

tion financing and pick out new features well in advance. It when getting a model house ready for an opening, 
also enables him to have a clear idea of his advertising expendi- Robbins says. He uses considerable pass-out literature 
tures, instead of being forced to allocate funds as he goes along. in conjunction with the model homes, stressing na 
tionally known products, color styling, and advan 

tages of location. 

KAR-ROUND merchandising and promotion has Robbins places numerous directional signs, and 
come to be the trade mark of the R. D. Robbins next time he prepares a promotion, he plans to have 
Company, New Century Homes dealer in Kokomo, a large balloon icine overhead to direct people to 
Indiana the proper place 
Planning advertising and promotion for the full During the open house, Robbins says, “we find 
year, in advance of development, Robbins allots about that sales personnel should be on the job to get leads 
1%, of the sales price per house each year for these and answer questions, but never to make a sale. This 












































| 
A place for everything — everything in place with 
For letter files “hy [ 9? For legal files 
9x12 : 10 x 15 
dr, Size ea aver Sr. Size 
F na L ) TRADE MARK REG 
ENVELOPES rv Pe 
FOR REALTORS 
. rs THE SIGN REALTORS 
@ Progress of deal instantly visible 
@ No hunting for mislaid papers OVERWHEL MIN GLY PREFER 
@ Nothing omitted — nothing neglected 
@ Printed check list covers every item S<thbeiitate tenth = Qechie Cased 
USED BY REALTORS IN 48 STATES AND CANADA" Sign and Standard 
2—No Assembling Necessary — 
Special Introductory Offer Ready to Use 
(lnlelal codes caly) 3-—Very Easy to install — No Tools 
2 EITHER $2 Needed 
SIZE 
: —The Highest Grade 
Postpaid Anywhere 4 of Wonkenachin 
Satisfaction or Money 
. —Built to Last 
Back Guaranteed 5—te = 
on any quantity 6—Priced Exceptionally Low 
“Deal Severe mane my 
work easy 
We ship Railway Express Charges collect unless otherwise requested Write today for yg wk 
| LINCOLN PRESS, 407 §. 4th $*., Royal Ook, Mich. Y goduaer te ocho egwnge 
, tes ’ ; —e ; r | Attractive Sales Territories Open 
1 Ship us “Deal Saver, Jr.’ at 9 cents each + =! | 
| Ship us “Deal Saver, Sr.’’ at 10 cents each - dn . | 
| Ship us 25 size at $2.00 (introductory offer—postpaid) | r 
| Check for $ enclosed (No C.O.D.'s Please) | f 
| | ° 
| Name | 
| | 2343 $. Hanley Road, St. Lovis 17, Mo. 
\ Apoanss — _ ; 
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SKIN DEEP BEAUTY? YES...BUT 


Built Like a Million, too! 






Beauty might be skin deep, but you need muscles in the right places! 
Yes, and a bit of insulation, too! Beautiful girls have ‘em and so do 
America’s smartest new Contemporary homes, Richmond Homes’ new 
NASSAU and EXECUTIVE. Skin deep beauty in homes doesn't last long. 
As a builder who must earn and keep a good reputation, you will be 
interested in the quality built into every Richmond Home. Only the best 
material is used and workmanship is at the highest standards. It will 
be well worth your while to investigate further. 


Richmond Homes NEW 
CONTEMPORARY MODELS 


“NASSAU “EXECUTIVE 


3 BEDROOM 40’ and 44’ x 28’ 4 BEDROOM 64° x 28’ 





By offering builders an excellent variety of elevations, contemporary 
coverings, carports, garages and patio fences, a great many homes 
can be erected without duplication. In addition to this, Richmond now 
has available a fine selection of color combinations carefully worked 
out to bring a new brightness to every home. 

Richmond quality comes as a bonus rather than an extra cost. By 
efficient operation Richmond Homes, Inc., is able to produce these fine 
homes at a cost that allows builders an excellent profit at highly 
competitive prices! 


[| W rite Dept. K 
RICHMOND homes ¢ INC. 

pas 

|_| RICHMOND, INDIANA 
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Buliders of 

QUALITY 
Traditional and 
Contemporary Homes 








“Priced 
“SELL 


These 
PACKAGED PROFITS 
come toyouty WESTWAY 


FACTORY ENGINEERED FOR QUICK SALES 


UestUay HOMES 
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World Famous Family Resort 


Ellinor Village, Daytona Beach, Fla., 
site of "Mrs. America’ Contest 
Finals, installs... 


Anwenitnn Kifehens 









Aerial view r Vv oe. f ‘ 
resort Flor 
all being equipped with Amer b 


"We chose American 
Kitchens for beauty 
and durability” 


says Merrill Ellinor, owner 
of Ellinor Village. 





‘As the site for the Mrs. America contest 
finals, our villa and kitchens are used by 
the outstanding homemakers from every 
state in America'’ said Mr. Ellinor, ‘'and of 


course our equipment must be the be 


We are installing American Kitchens 








in all our Ellinor Village homes... to give 
our guests the most modern kitchen equip- 
ment and ft ike their vacation visits as 
pleasant as | ble,’’ Ellinor declared, 
f e and wittne ? nsta af the 
ng abor Cost the work g 
( enie r fAmer Kitcher well 
their be ty are ther rea wt y | re 
aI ir ret j er rect ng American 
Kitcner to sat fy their cust er 
Let pr e ft / now far Ns 
4 4 Vv J J 4 a 49 
builders use better quality American 
Kitchens at lower prices to sell homes Mrs. America of 1956, Mrs. Ramona Deitemeyer of Lincoln, Nebraska, is shown in 
an the American Kitchen of the Mrs. America house in Ellinor Village. 
raster, 


ees a. le 


” | American Kitchens 
AVCO Manufacturing Corp., Dept, MREIOS 
Se il You r | Connersville, ind. 
Homes Faster! (J I'd like to have “no obligation” quotation on my 


next kitchen 


american nircuens owvision (VCO) connensvittt, snDiANA CI Piease send your new Architects’ and Builders’ File 


mre: 


Nationa Rea Estate AND BurLpinc JounnaL — October, 1955 13 


Name 





= Address 
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Ranges  j|§=§ Ovens 


| 
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+ City Zone State | 
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Promoting Prefab Sales 








Pacific Mutual Life Insurance Company Building, 


San Francisco 
Architects: 


Loubet and Glynn, San Francisco, Calif. 
Ceneral Contractor: 

MacDonald, Young and Nelson, San Francisco, Calif. 
Architectural Metal: 

The Kawneer Company, Berkeley, Calif., and Niles, Mich. 
Windows: 

Reynolds Metals Company, Louisville, Kentucky 


Aluminum Applications In This Building: 
Copings * Door Frame « Vertical and Horizontal Mullion Covers 
Door & Window Jamb Covers * Column Covers « Facia « Stools & Sills 





Reynolds Aluminum Service 
to the Building Industry 


Reynolds makes available expert help in 
aluminum design problems and in selecting 
from a wide range of standard Reynolds 
Aluminum mill forms, in addition to these 
performance-proved Reynolds Lifetime Alu- 
minum Building Products: 


For Home and Farm: 
Gutters & Downspouts 
Reflective Insulation 
Residential Windows (Casement, Awning, 
Traverse, Double-Hung, Basement and Utility) 
Corrugated and V-Crimp Roofing and Siding 
Weatherboard Siding—Flashing—Nails 


industrial, Commercial: 
Center Pivoted and Commercial Windows 
Reynowall, exterior insulated wall system 
ReynoCoustic, aluminum acoustical system 
Reynowall, interior partition system 
Reynoside, aluminum siding in modern 
architectural designs 
Reynodeck, aluminum roof deck 











Write to: Reynolds Metals Company, 
Ruilding Products Division, 2016 
South Ninth Street, Louisville 1, Ky. 


REYNOLDS 
ALUMINUM 
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should be done in the privacy of the office or home.”’ 

Offering a basic $9,975 home, with a $525 down 
payment, Robbins has two main advertising pro 
grams in connection with his projects. Using the 
services of a professional advertising man, he works 
out a heavy, regular newspaper campaign, with large 
display ads. Over a period of time the ads cover all 
the main advantages of the homes, financing terms, 
products and neighborhood. Robbins estimates that 
60% of his ad alee goes for newspaper ads 

The other promotion Robbins has used with con 
siderable success has been the sponsorship of a 15 
minute radio interview with the local basketball 
coach right after a game. Robbins credits the pro 
gram with creating a lot of business, and estimates 
that he gives about 12% of his ad budget to it. 

The model homes — which Robbins plans to have 
open on a full-year basis next year — combined with 
effective newspaper advertising are Robbins’ best 
business stimulators. 

“But.” he says, “we believe no amount of adver 
tising is equal to that given by a satisfied customer.” 


One Basic Model. 
200 Sales 


Des Plaines, Illinois real estate company puts over 
successful project using adaptations of one Har- 
nischfeger house. During first six weeks after the 
project opened, 400 houses were sold. 


















( NE of the best promotional and sales jobs done 
by a P&H (Harnischfeger) Homes dealer was 
turned in by the Ed Herzog Realty Company 
Selling only the “Lee” model, with exterior varia 
tions, Herzog is currently putting over a 500-unit 
project. The houses are all built on slabs. Within six 
weeks of his open house, Herzog sold 400 houses. 
Offered in June at nothing down, the homes were 
priced at $13,850 and $14,850, with monthly pay 
ments at $74 and up, and 25 and 30 year mortgages 
Newspaper ads and flyers used by Herzog stressed 
top features as well as the attractive financing, with 
special mention of all GE electric kitchens, combina 
tion washer and dryer, built-in oven and range, twin 
dining areas, colored kitchen cabinets, sliding door 
closets, and choice of brick, siding or cedar shakes 


Six weeks after this open house, Ed Herzog Realty Company had 
sold 400 Harnischfeger houses like these, varying the standard 
“Lee” slab model with different exterior materials and different 
roof styles. Houses sold for $13,850 and $14,850, including special 
features such as all GE electric kitchens, combination washer 
and dryer, and built-in oven and range. 
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Promoting Prefab Sales 





DEVELOPMENT of 252 homes sold out in eight 
L days. Another one of 206 homes sold out in 
three weeks. A third of 98 homes sold out in less 
than a month. 

These are the figures concerning one of the most 
successful and unusual promotions ever reported by 
American Houses. Inc. Successful, because 556 hous 
es were sold in less than two months. Unusual, be 
cause the three developments, although related, were 
in three different areas. 

Two American Houses’ models a story-and a Outstanding feature of the “Chieftain” shown in the Grand 
half, attached garage home called the “Falconwood, Island development was the paneled living room, dining room 


and a three-bedroom, slab foundation rancher known wall and pass-through to the kitchen, Designed by John High 
as the “Chieftain” (or “Seneca’’) formed the back land especially for the Grand Island development, the “Chief 

tain” was not shown in the Ohio communities, where the 
(Continued on page 20) “Seneca” version of the model was built 





One-Project-in-Three Sells 556 Houses 


American Houses, Inc., promotion in New York 
and Ohio operated in three separate projects, 
racked up sales of 252, 206 and 98 houses, with 
each project sold out in less than a month. 


In at least one of the several model homes shown in each de 
velopment, the General Electric Kitchen Center was shown as 
an optional feature. Offered in any house at $1,000 extra, more 
than 60% of the buyers ordered it. The kitchen center features 
four major appliances with one stainless-steel counter top: wash- 
er-dryer, sink with disposal, dishwasher, range and oven. In 
each area, it was the first time a development builder offered 
the new unit, and acceptance was excellent. The General Electric 
refrigerator was also offered to buyers at builder's cost. 


‘ 
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you build 20 HOUSES 
or less each year...see 


E-WAY 





LQOK 


If you operate 


, 
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/ 


‘ 
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in this area 





*e 
a 
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1s Bom: will & 
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We believe Home-Way can 


of modern building codes. You handle erection, utilities. 

® Home-Way stays ahead of the field. New low roof line (see 
illustration) is highly popular. New ranch types; many other 
standard models. We can meet every family’s needs. 

© Quality material, carefully processed; rapid delivery. 

© Cooperative advertising; personal dealer service. 


INCREASE YOUR EARNINGS 








Please read this od iy 2 —m We can help you get much bigger volume 
ORS AY wes and much better profits. WRITE TODAY 


Attractive Sales Territories Open ee ee cam 13 - GBH -WAY HOMES, Inc. 


puremenenton, Dept. RE ° WALNUT, ILLINOIS 
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The Salesman that sells 
in your kitchens 
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a eee [354,000 
1945 
with the Trend ? 1946 
1947 4,789,000 





How number of Electric Ranges 
in use has more than 











The chart shows that the number 1948 5,840,000 tripled in g years 

of Electric Ranges in American = 

homes has more than tripled dur 1949 6,706,000 (Number in use 
ing the past 9 years. Follow the 1950 8,195,000 end of year listed): 


trend! For quicker sales, install 1951 9,350,000 
Electric Ranges in the homes 1952 10,200,000 


you build! 1953 11,200,000 


SS, =< 
Flehaially Source ELECTRICAL MERCHANDISING Annual Statistical and Marketing Issues 
ELECTRIC RANGE SECTION 


National Electrical M facturers A jeri * 155 East 44th Street, New York 17, N.Y. « ADMIRAL + AMERICAN KITCHENS « CROSLEY + FRIGIDAIRE + GLOBE 
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“When anyone asks me why Oak Hill 
Village homes sell so readily, the answer is 
simple,” says Builder Arnold Hartmann 
of Newton Centre, Mass. “‘The reason is 
that these homes offer utmost value to the 
prospective purchaser. All-electric equip- 
ment—including modern Electric Ranges 

combined with good design and con- 
struction—make them a good buy—and 
they sell.” 


Builder Nathan Manilow of Des Plaines, 
Ill., says: “We recently completed one of 
the most outstanding sales ever accom- 
plished by the Manilow Construction 
Company, by selling 500 moderately priced 
homes in Des Plaines Villas in nine months. 
The sale price included four electric ap- 
pliances, one of the most important being 
the Electric Range.’ 


+ “We put a placard on the Electric Range in each 
model house to show that it’s included in all our 
new houses,”’ says Builder Michael Campanelli of 
the Natick Building Company, Natick, Mass 
“We consider the Electric Range a most important 
selling feature. It always attracts the ladies. We 
always have house sales ‘cooking’ with the help of 
this appliance 


There’s nothing like learning from experience—that of other builders as well as your 
own. One fact stands out wherever you go. Builders are using Electric Ranges to 
help them sell their homes. This appliance works as a ‘‘salesman’”’ for you because 
women want it. They know it will save them time and effort, and help them to cook 
better meals. They know it offers them clean cooking, as well as ease of operation 


—and a cool kitchen, too! 


Another important point to help sell your homes: A modern 100-ampere, 3-wir« 
service will provide ample capacity for the Electric Range and will take care of 


other appliances for modern living—now or in the future. That’s another 


A 


advantage to feature! 





ELECTRIC RANGES help sell houses! 





GENERAL ELECTRIC + HOTPOINT + KELVINATOR + MAGIC CHEF « MONARCH « NORGE « PHILCO + RCA ESTATE « STIGLITZ + INFRA-AIRE « TAPPAN «+ WESTINGHOUSE 
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The house that 
has beauty more 
than skin deep 





y Semico 1080 


One of more than 75 models . - 


Designed By a Woman 
for Better Living 


Semico homes are designed by Jo Gonser, housewife and designer. 
She puts into Semico Homes all those conveniences desired by women 

. and liked by men. The unique tri-lam solid walls and tri-lam truss 
features, doing away with stress walls, gives her a versatility of layout 
unknown in other types of construction... . and offers: 


These Special Features 


More living space Greater strength at all connections factory built and assembled and 
More wind and weather-proof Tritam solid walls moved intact into the building 
More fireproof rri-lam trusses for greater strength Easy to build. . . saves on 

More soundproof Storage walls, kitchen cabinets, utility construction time 

Saves on fuel cabinets, room dividers, etc. — all Choice of interior and exterior finish 
Natural insulation Subject to F. H. A. and V. A. loans 


Builder-Dealer Franchises CM LH) 


e st 47> % 

are Now Available IG EH 
( Ne? pA 4/\ 

For the builder who wants to erect more and better homes in a sea Si fac DAN wi 7 
son... Who wants to make good profits and more satisfied customers AN hee AK | (+) 
... we offer Semico franchises in Wisconsin, Michigan, northern In bs WAL Mh a/ 4 
diana and Illinois Ae - | NF \ 
Write TODAY for the “Semico Story”, a human interest story of the \ \ [ C 4A 
development of this unique construction, with sketches, plans and Vigms 
photographs .. . and other pertinent information ys oar. ans { } T 


SEMICO INCORPORATED 


P.O. Box 3-F ... Phone 1-F-5 Seney, Michigan 
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Today’s Houses Need 


GLIDE-ALL Siding Door 
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for More Storage Space the Low-Cost Way 


Easy-to-use storage space, and plenty of it, is in great demand 
today. That’s why Glide-All Doors are so popular with thousands 
of architects, builders and home owners. Glide-All Doors allow 
the simplest construction of wall-to-wall, floor-to-ceiling 
expansive wardrobes; full height, extra-space hallway closets 
handy entranceway guest closets—in many “‘waste space’”’ areas 
With all their advantages they save construction time and 

costs, too. Glide-All Doors come ready to install, with built-in 
adjustment features, in 8’ and 6'8” 
heights, flush or recessed panel types . Send 


for specifications and other details Woopvait [INDUSTRIES INc. 


DETROIT 44, MICHIGAN 


GLIDE-ALL DOOK ARK A PRODUCT O} 





Glide-All Doors are available { 


throughout the United lates and Car 


rom diatributor 


J mda 
For information write Plant neare ; 
Glide-All Doors fit anywhere 
in the house . . . make closet CHICAGO, 4514 Oakton St, Skokie, Hlinoi 
wherever they're needed moat. CLEVELAND, Ohio, 1890 Carter Road 
EL MONTE, Calif., 801 West Valley Boulevard 
LAUREL, Miss., P. O. Box 674 
NEW yoRK, Glen Cove Rd., Mineola N y 
SAN FRANCISCO, 1970 Carroll Ave 











Promoting Prefab Sales 





bone of the promotion which opened on Grand Island. 
New York (near Buffalo) on June 5, and closed 
(temporarily) in Youngstown, Ohio in late July 
Prices varied from a low of $12,800 (unfinished up 
stairs, slab foundation), to a high of $15,790 (full 
basement, finished upstairs), with local building con 
ditions and consumer tastes the deciding factor 
Selling in each case from furnished, sample homes, 
the three projects followed the same form . . . tie-ins 
with local furnishings stores, utility companies, ap 
pliance centers and the General Electric Company, 
lots of publicity through press, radio and television, 
and a hard hitting advertising and promotional cam 
paign, all of which attracted thousands to the site on 
the opening day. In each case, a well established and 
well known local Realtor was engaged to handle the 












6008 
emasom a) ee sales program 
Weath? . . 
‘ Small teaser advertisements were run daily for a 
week prior to the opening, in which only the name of 





the development and the Realtor were mentioned. 
Small scale models of the homes were put on display 
esi tae in a prominent window of the furniture store tying 





\ 90» 294" in with the promotion, and radio and television spots 
s0800m were started two days prior to the opening. An open 
os tel: - house for members of the press, radio, television, city 

officials, etc. was held in the model homes on Friday 
ss 


evening with photographers in attendance and on 
opening Sunday, as many as five full pages of dis 
play advertising with intermittent editorial comment 
Vhe Ss. and pictures, were run in the real estate section 
alisbuny A regular traffic pattern was followed by the 
crowds, from the parking lot to and through all the 
model homes right into the sales office. Door prize 


Basement Model) 28° « 40 


DISTINCTIVELY DESIGNED tickets were given out and stubs received in a contain 

er in the sales office, where as many as eight salesmen 
Beautifully styled, the SALISBURY has many im were on duty to close sales. In each development. a 
proved living conveniences, including Youngstown finished, but unfurnished house served as the sales 


office, with the bedrooms being used as closing offices, 
and the living room as a reception room, and in each 
development it remained open every day until 9 p.m. 
until the entire project was sold 


steel cabinets and sink in a choice of colors, and 


hollow core, birch flush swing and sliding doors 


PRACTICALLY PLANNED 
The floor layout of the SALISBURY was chosen from 


among many plans, for its economical use of space. 
Open porch entrance, with spacious living and dining 
area extending to rear of building. Access to all bed 
rooms, bathroom, linen closet, stairs and living room 


through central hall 





The employment of fabricated, or cut, floor and roof te , : , ; 
ploy ' This three-bedroom “Chieftain” by American Houses was modi 



























panels, interior and exterior wall sections, gable and fied slightly in the Ohio projects — to the “Seneca” model (floor 
" ” lan of which is shown below). Without a carport, on a slab 
ti assemblies, not only reduces “on the site” ere 9 J - F > = 
— oe a ; ; . oundation, it sold for $11,950 in the Columbus, Ohio, area. 
tion time to a minimum, but assures you of uniform Top price, with carport, was $13,050 in Youngstown. 
workmanship of high quality 
prc nee 
seoROOM } BEDROOM jl STORAGE 
You are invited to visit the Federal Homes 8 O44. aw orn pteapen oo 
° ! 
plant, and to write for information as to avail- a dining 
| ‘ + 
. . r 
able dealer franchises. erea 
cl i 
wd Ls Dll 
° 
LIVING ROOM CarPort | 
io’ nie’?’ 1o’xi2° | 
mg New York Office : ——_,, , 
~ A 21 West Street a 
ew New York 6, N.Y. 
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COLORFUL YOUNGSTOWN KITCHENS 
PAY FOR THEMSELVES! 


... in higher rentals, lower vacancies, lower maintenance costs 


For fresh appeal in new homes and apartments, 
nothing beats Youngstown Kitchens in thrilling 
new colors. They'll make any property easier to 
rent or sell—eliminate decorating between tenant 
changes! 


Yuungstown Kitchens are completely flexible—easy 
to plan. Units are delivered preassembled, ready 
for quick installation. Modern all-steel construction 
means units wont warp, rot, swell, splinter, or 
absorb odors—and finishes are fine baked-enamel. 
Thus Youngstown Kitchens cut maintenance costs 
to the bone. 


Get the facts on Youngstown Kitchens now . . 
send the coupon! 


Youngstown Kitchen 


MULLINS MANUFACTURING CORPORATION + WARREN, OHIO 


World's Largest Makers of Steel Kitchens 
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COLOR AT NO EXTRA COST! 
Star White . Dawn Yellow 
Meridian Blue . Sunset Copper 


DELIVERY ON TIME! 


.. . from the nearest of 88 completely stocked, 
strategically located warehouses. 


MASS-PRODUCTION PRICES! 


. only the world’s largest makers of steel kitchens 
could offer such tremendous savings 


Cabinets of steel for lasting appeal 


r 
| Director of Marketing 
| Youngstown Kitchens, Dept. NRE.1055 | 
| Warren, Ohio | 
| Please have your distributor representative call —no obligation. | 
| Please send me Youngstown Kitchens’ new “Specifications Book", | 
| NAME | 
| (Please print) | 
_—* ! 
| | 
| aboress | 
| | 
{cy COUNTY TATE | 
fs cS GD GP ND AND GED GED GNP GND GD GND GND GND GD ND ED GD GED CED END an eeu a J 
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Promoting Prefab Sales 
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: ANNOUNCING THE ) Three-Way 
a SIGN OF 

PROGRESS New i 
BANISH KEY PROBLEMS FOREVER || Sells 172 Houses 


Permits 50% more time for actual Selling, Showing and Listing 
of Properties 


@ Only one key needed to every listing in any co- Manufacturer, builder and sales agent combine to 
operative group whether there be 10 or 10,000. ; Mod Cc . h 

@ Eliminates going after and returning key to listing erect 172 oO ern Homes orporation ouses at 
office. Garden City, Michigan. Cooperation ranged from 


Elimi icat d key board . + ss 
© Enateates Cupmente Hoye ene Sey Bowes. help on color-styling to subdivision layout to ad- 
ideal for all Sales, Rentals, Property Management, Builders, Sub- 4 : : : ‘ 
dividers, Architects, etc vertising campaign — and it paid off! 
Perfect for any listing whether Furnished, Occupied, or Vacant 


Non-duplicating keys PATENT PENDING f IE. effective teamwork of a prefab manufacturer, 
furnished a real estate sales agent and a builder in a hous 
Pilfer ~ Tamper Proof ing project is the achievement of a notable Modern 
May be used on doors or Homes development in Garden City, Michigan 
windows — front or rear The Lytle ¢ —_ tion Company of Dearborn 
Minin af thusuite along with Realtor V. O. Roy, deve loped, merchan 
Stainless Steel dised and sold an te 172-house project. So effec 
tive was their promotion, and the help in color-sty! 
ing and subdividing given by Modern Homes, that 
the project was always sold two weeks ahead of con 
struction 

At one point the merchandising was so effective 





FOR FURTHER INFORMATION 








EXCLUSIVE 


MOORLEE DISPLAY ADVERTISING 


(Please turn to page 54) 


This ad on the Lytle Construction Company project at Garden 
City, Michigan, shows the successful three-way teamwork be 





tween builder, sales agent and manufacturer. Modern Homes 





color styled each house and aided in the layout of the sub- 
division, which has just been completed. Although prices started 
at $10,975, most popular seller in the project was the three 
bedroom, attached garage model which sold at $11,800. 


ie 3-BEDROOM 
10,975 
hones "E ) 


| MOORLEE ene ) h lb ln mslrucliOn £0 


r. the discriminating buyer who desires « pleasant home locateo 
PROPERTY AND FOR SALE SIGNS | 



















































on a large graded plot on a tree shaded winding street in @ well 
LOOK BETTER « LAST LONGER planned community we extend an invitation to visit The Modern 
2 2 Homes Mode! at 2953! Kathryn. 
| ung 1, Large Picture Windows 
. h 2. Forced Perimeter Heot 
( Let us show you how the FINEST can be had for LESS | 3 4 Closets Sidieg Beors 
A complete stock of REALTOR’S & BUILDER'S STOCK ITEMS on hond ~ ~ : tye ow adie 
SOLID STEEL, ANCHORED, ANGLED, SIGN STAKES : penal ianean te Qutder 
) 8. Top Seil 
FREE DESCRIPTIVE FULL COLOR ( % COLOR STYLING 
LITERATURE AND PRICES SENT 10. Atteched Garages 
AT ONCE 
CALL NOW 
MOORLEE DISPLAY ADVERTISING v. Oo. ROY 
NORTH ROBERTSON Ff . BEVERLY MILLS CALIF Ve 7.5228 
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LFI made it possible 

to do a better job 

with fewer problems 
inane 

in a shorter time 





N 
ay conroRATl©O 
E. CARNEY, Pres. T - 


ly 199 
pavricavorss °° ring 
Lunbver — wrke 
P.O Box 2%, co Presisent 
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Let the Fairway Corporation’s 


experience be your 
experience 


WRITE TO LFI\ FOR 
COMPLETE INFORMATION. 
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THE MOST FLEXIBLE PRE-FAB PACKAGE! 


Post and beam—with over 


50 interchangeable panels! 


Shift position of carport and fireplace, too! 





Slab, crawl-space or basement. 
3 or 4 bedrooms—1, 1% or 2 baths. 























...JUSt “SWITCH -A- PANEL” 






IT'S REDWOOD-—INSIDE AND OUT 


a 
DID RIDOCIGSE Many exclusive dealer franchises 


open in the Mid-West. Write for 


Route 13, Kirkwood + St. Lovis 22, Mo. complete dealer info kit No. 2 today! 
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The Ruud-Monel or Crane-Monel two-temp Sanimaster 
requires less than 1 sq. yd. One man installation. 
Multiple units can be added, as needed. Meets your 


code requirements. Sanimaster water heaters are 
sold only by Ruud Manufacturing Company and 
the Crane Company. 
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Keep your tenants 
happy with 


MONEL 


... assure them all the rust-free 
hot water they need! 


Free yourself from complaints about rusty hot 


water ... by installing modern Sanimaster gas 


water heaters. 

Then you have tanks of solid, long life 
MONEL”"...strong, wear-resistant, high in nickel 
content, corrosion resistant and rust-proof, 

You can provide all the hot water your ten- 
ants need with the Ruud-Monel or Crane-Monel 
Sanimaster. And at the two needed tempera- 
tures. 

You get a constant, low-cost supply of 180 
sanitizing hot water for automatic washing ma- 
chines. And 140° regular hot water at the 
faucets. From the same tank. At the same time. 
All sparkling clear. 

There’s nothing like plenty of rust-free hot 
water to keep tenants healthy and happy. And 
that’s what you'll always get ... when you in 
sist on either the Ruud-Monel or Crane-Monel 
Sanimaster. Mail coupon for details. 


THE INTERNATIONAL NICKEL COMPANY, INC. 


67 Wall Street New York 5, N.Y 


THE INTERNATIONAL NICKEL COMPANY, INC. 
Dept. + INCO 
a 


67 Wall Street, New York 5, N. Y 


wise 


Please send detailed information on 
Sanimaster Automatic 


Monel 
Gas Water Heaters 


) Literature only Have representative call 


of Establishment 


State 


—_ 











MI needn't be a stopper 
¢.) if you're erecting Inland Homes 


A pre iat Anny! NONE PE AY y ’ 
ee " LOEW ‘ 
ST meal Wi, J Nees 


These Features 


: Inlan 
to erect « birch Flush Doors 


6 varie Wall Space for 
Furniture Arrange: 
nt 
« Large Bookcase In 


. Recessed Bath Space 
« Linen Closet in 


« Large Dining — 


. Window over Kitchen 





« Quality Hardware 
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... the INLAND HOME package 
lends itself to WINTER BUILDING! 


The Inland package is under roof in less than one 
day. With a little advance planning you can erect 
an Inland Home almost any day. The winter bug-a- 
boo is minimized. Advantages both sales and profit 
wise come your way. 

You are building when there are no shortages such 
as labor, lumber, gypsum board, cement—when sub- 
contractors are anxious for your business—when mort- 
gage processing is handled faster—when you have 
less competition from other builders. 

We have a complete story that tells you how easy 
it is to build any one of more than 60 Inland Home 
models this winter. Write, wire or ‘phone us NOW 
if you want to take advantage of winter building. No 
obligation. 


fn 
Bas land Homes 


501 COLLEGE STREET + BOX 915 
PIQUA, OHIO *© PHONE 3880 
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YERIOUS accusations have been made in recent months that the 
\ housing industry is over-building. Some economic analysts have 
issued dire warnings that many communities are over-stocked with 
houses and that if we keep up a rate of a million-plus starts a year 
we will have dwellings spilling into the ocean 

Whether we like it or not, at least part of the public believes this 
They credit themselves with enough economic sense that if this is 
true, real estate prices are bound for a fall. Several people with whom 
we've talked recently had been in the market for a home, but bearish 
talk now has them looking for a rental. They'll “sit and wait for the 
bottom to fall out of the real estate market.” 

Some of the people in our own industry are guilty, too. They've 
been whiffing too much of the pessimist’s theoretical incense and are 
helping to spread the word that prices will decrease 

Real estate prices may drop. And they may not. Our crystal ball is 
hazy on this point. The price of real estate is tied closely to our whole 
economy and we see nothing in the picture to indicate that this eco 
nomy will change drastically in the near future. And we certainly 
can’t see any price depression in the housing market because of lack 
of demand, which seems to be the principal point on which the pessi 
mists base their “price drop” prediction, Actually, we're behind in 
the race to build homes. Let's see why 

Our population in the past three years has increased more than the 
total current population of the New England states. By 1975 we will 
add 44 million more consumers the present population of all New 
England, New York, New Jersey, Pennsylvania, Maryland, and the 
District of Columbia. A good part of this is attributable to the birth 
rate. The excess of births over deaths amounts to more than 50,000 
a week. That’s the size of a full-scale city. Family formations will be 
more than 900,000 this year, rather than the 600,000 predicted 

Add to this demand the urgent need for replacing and repairing 
older homes. Recent figures show that 10% of the dwellings in the 
United States are dilapidated — unfit for human habitation, Thirty 
three percent need replac ing because of obsolescence. There are 17% 
that have no inside water, 29% without flush toilets, and 31% lack 
ing baths 

If we need more reasons why housing should continue to prosper, 
think of the hundreds of thousands of people who want to better then 
living standards. The Federal Reserve Board reports that 25 million 
people are dissatisfied with their present homes and want better ones 
mostly because of space reasons. Van and storage companies say that 
21% of the population will move this year, One of every five person 
will change their residence; one of every five existing houses will be 
sold this year 

When we start thinking that sales are slow, we should focus atten 
tion on our own backyard to find out what is wrong with our meth 
And if we think that the market is glutted with housing 
should look at the facts. Surveys show that more families plan to buy 
or build a home this year or in 1956 than in any other 
period since 1952 

The real estate and building industry urgently needs to spread the 
word of the job it’s doing and the tremendous housing job yet to be 
done. Only by doing this forcefully can we prevent spreading, catch 
ing pessimism the kind that breeds depression 


ods we 


two-year 


JOURNAI October, 1955 2 


a | 











| MORE PREFAE 


—_ 






































/ EEN competition among the many prefabricatec 
PECHBUILT Cambridge, Massachusetts — This line of houses fea home manufacturers is bringing about striking 
tures flexibility of design. In the typical model, the panelized house is changes in design. Some leading manufacturers, con 
entered on street level, and six steps lead down to the first floor with six servative in the past, are eyeing the trend to post-and 






steps up to the second, Flexibility is achieved by designing the hous beam construction, more and fancier outdoor living 
around a core containing the utilities and immovable fixtures such as areas, Some manufacturers have made housing new 
stairs, chimney, fireplace and bathroom, Remaining space is free. by invading the higher price brackets. These pioneer 
are setting a fast pace for heretofore conservative 
low-price bracket manufacturers 

A West Coast manufacturer is building a fabulou 
home for himself from the same modular panels use« 
in his lower priced houses. He wants to show that pre 
fabrication, rather than limiting freedom in design 
and size, actually broadens design and size possibili 
ties 

In visiting prefab manufacturing plants, the Jour 
NAL has seen many experimental contemporary style 
on the drawing boards, A new England manufactures 
has successfully introduced luxury contemporary 
features in a popularly priced model and he’s lo 
cated in the heart of a notoriously conservative are: 
as far as house styles are concerned 

Similar examples are numerous plentiful enougl 
to point up a trend. Should the present attention t 
aleable designs continue, prefab manufacturers may 
indeed set the pace in design in many price ranges 

This is not to say that all new housing should be o 
contemporary styling. Certainly, how much contem 
porary styling is used will be determined by public 
demand, 

The market for good, solid, established styles wil 
always be strong. It’s the bread and butter of many 
prefabricators. But, design trends exist in these style 


SCHOLZ HOMES — Toledo, Ohio — All models in the Scholz tire line. View through kitchen window wall shows how open 
line feature a distinctive type of contemporary styling. The planning is brought to the kitchen, yet the typical “kitchen look” 
three-bedroom model is shown here. Its large glass areas, over is eliminated by use of mahogany, flush-type kitchen cabinets 


hang, low-pitch roof and sliding windows are typical of the en and builtin equipment. Laundry space is provided. 




















houses too. They’re using more open planning, built 
in kitchens, more glass areas, family rooms and 
patios. 

To the real estate and building executive consider 
ing a prefabricated home dealership, one important 
advantage seems clear. Prefab designers work closely 
with their sales and merchandising departments 
They are keenly aware of the changes in public 
tastes. The larger manufacturers have the facilities 
to take advantage of changes in taste by developing 
experimental models. Thus, when new models have 
been preceded by consumer research, you can be rea 
sonably certain of their acceptance, providing of 
course, you use them properly, just as you would 
a new design for conventional construction. 

The photographs on the accompanying pages help 
show the new trends in style and size. Space does 
not permit showing houses from every manufacturer 
in the business. These will, however, give you an in 
dustry cross-section. More so than in previous years. 
manufacturers offer a greater variety of styles and 
sizes; so it’s a good idea to inquire further about 
what’s available when investigating any of the manu 
facturers represented here 

Another trend worth noting is the increasing use 
of nationally-known brands of materials and equip 
ment. Just as in all housing the public has become 
increasingly critical of what they are buying. Pre 
fabricated home manufacturers especially are aware 
of this. To the prospective dealer this means greater 
saleability. To both the dealer and the buyer it means 
a long-term protection of property value. This will 
also help the Realtor-dealer get more resale business. 

















so the principal panels can be built on one basic jig. They can 
be used in any size house, as evidenced by the 7,000 square foot 






























MODERN HOMES — Dearborn, Michi- 
gan — Luxury Line of Modern Homes 
offers many optional features: acoustical 
ceilings, power gliding windows, ventilat- 
ing panels beneath Thermopane window 
walls, built-in lavatories, laundry space in 
bathroom, tile walls. The “Manor” has 
1,816 square feet including garage, two 
baths, deep overhang, birch cabinets, 
three bedrooms. Modern also has a lower 
priced Value Line. Modern uses a steel 
joist floor which requires no beam. 














CLIFF MAY HOMES — Los Angeles — The Cliff May House is house May is building for 
a panelized, pre-cut, modular post-and-beam house designed 





repamged 





typical of the lower cost line. Sizes vary from 896 to 1,675 
square feet, and all are designed for warm or cold climates 
(Plan copyrighted by Cliff May-Chris Choate; all rights reserved.) 
















Her Bathroom in Beautyware Sea Green ----His in Beautyware Sandstone 


Two Bathrooms of 
BRIGGS BEAUTYWARE- 


New Pattern tor ‘loday’s Living 












SEE OUR There is a new pattern for family living in America — more children, 
PRODUCTS better health and hygiene, more personal grooming, greater luxury and 
—iIrd FLOOR convenience, All these add up to the need for two bathrooms. 
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Home designs can be made more desirable and livable with two bath- 






rooms. Home sales can be made much more readily. And installation is 






so fast, easy and economical with modern, engineered fixtures. 





| Exceptionally pleasing pastel colors, surfaces hard as glass, exclusive safety 
NATIONAL and utility features, trouble-free fittings, time-saving installation, realistic 





ee ae prices — these are only a few of the many reasons why Briggs Beautyware 






WASHINGTON, D.C, is first choice for an ever increasing number of two-bathroom homes. 





























TWO BATHROOMS—COLONIAL STYLE 


Today's living has created the need for 
two bathrooms, and Beautyware fix- 
tures have made this plan practical in 
every home. In a colonial residence, you 
may prefer a bathroom on both floors. 
You can have them in your choice of 
five rich, glistening Beautyware colors, 
or white—in a wide variety of modern 
contour-styled models—and for much 
less cost than you may think, 
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TWO BATHROOMS—RANCH STYLE 


For your ranch home, you can have 
two widely separated bathrooms 

each a blend of luxury and utility. 
For example, Beautyware surfaces 
are hard as glass, stain resistant, and 
80 easy to keep clean. Beauty ware 
tubs have an exclusive safety bot- 
tom. Closets are whisper-quiet. Lava- 
tories are deep-contoured, handsome. 


In every detail, Beautyware fixtures 


are smart, durable and practical. Sky Blue 


TWO BATHROOMS—CONTEMPORARY STYLE 


In a contemporary dwelling, you may 
prefer a split level floor plan with two 
adjacent Briggs Beautyware bathrooms. 
Like all Beautyware two-bathroom 
plans, this is extremely practical, for 
Beauty ware's matchless quality actually 
costs less, Better homes everywhere are 
featuring the practical luxury and con- 
venience of two Beautyware bathrooms 
for today’s modern living. 


Pearl Gray 





SPECIFY BEAUTYWARE—TWICE; a product of BRIGGS Manufacturing Company, Detroit 26, Michigan 
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ADMIRAL HOMES — Pittsburgh — Carport, outdoor storage the large living room window which overlooks the carport. Kitch- 
closet, post and beam construction are major design features of | ens include built-in Lindemann & Hoverson ranges and ovens 
this new Admiral model, The storage closet provides privacy for as optional features. Cabinets are birch plywood. 


ALLEN INDUSTRIES — Fort Wayne, In- 
diana — The “Ventura” model features 
advanced contemporary styling. It has 
three bedrooms, one bath, kitchen with 
dining space, living room and carport 
with an outside storage closet. Use of 
large fixed sash with a standard openable 
sash permits more window area in bed- 
rooms, yet they are shoulder high for 
privacy. It has 954 square feet of space. 


rHYER HOMES — Toledo, Ohio — Sim- 
ple, straight lines and low sloping roof 
give this model a contemporary look. Car 
port accommodates automobile, storage 
room and outdoor living area. This mod- 
el, designed for northern states, has three 
bedrooms, large living room with dining 
area, kitchen, bathroom and full base- 
ment. The carport section puts an addi- 
tional 480 square feet under roof. The 
main section of the house has 912 square 
feet. The low architectural fence gives 
privacy to the window wall in the living 
room and sets off the entrance. 


AMERICAN HOUSES — New York City 
~~ The “Federal” model was designed for 
families desiring spaciousness in a mod- 
erately priced home. The three-bedroom 
model has 1,120 square feet of space plus 
the breezeway and garage. The continu- 
ous roof and deep overhang add length 
to its appearance. The living room has 
its own dining area. Another dining room 
overlooks the rear terrace. 

















KNOX HOMES — Thomson, Georgia — 
The “Gulf Coast” is a new Knox model. 
Special features are larger glassed  sec- 
tion of front gable end, covered walk to 
carport, free standing storage at end of 
carport, screened fence forming outdoor 
living area, open planning which allows 
folding divider between _living-<lining- 
kitchen area. 


BEST HOMES — Effingham, Illinois — 
Tapering overhangs on gable ends are be 
ing seen on more and more prefabricated 
homes this season. This “DeVille” model 
is the best selling model of the Best line. 
The house can be built with crawl space, 
slab or basement and with or without 
garage. A deluxe kitchen with table top 
range and eye-level oven is optional. It 


has about 1,250 square feet of space. 


INLAND HOMES — Piqua, Ohio 

Spacious, yet designed for narrow lots, 
this Inland model has 1,144 square feet 
of living space. It has three bedrooms, 
dining room, bath-and-a-half, and base 
ment. Rooms are larger than most houses 
in a comparable price range. Features 
available in the different models include 


fireplace, gable or scotch hip roof, porch. 


RICHMOND HOMES — Richmond, In 
diana — Following the trend to complete 
contemporary styling is the new “Nassau” 
model. The three-bedroom house is about 
29 by 41’ in size with 1,170 square feet of 
space. Living room, dining room and 


kitchen are grouped across one end of the 






house, permitting window walls on three 
sides. A wide selection of carports, garages, 
breezeways, patio fences and storage walls 
make the “Nassau” adaptable to many 


lot and space requirements 





























eee” 


Y a > 


> 


ea ae] 
one - 





1) SEMICO INCORPORATED Seney, Michigan New, 
solid-wall construction method typifies this line of houses. Ex 
terior walls consist of three one-inch layers of solid wood. The 
two outer layers consist of vertical boards, tied together with an 
inside layer of horizontal boards. These are nailed together, 
sandwich fashion, with building paper between layers 


2) PLACE HOMES — South Bend, Indiana Design innova 
tions save costs for Place Homes, such as post and beam con 
struction, simplified sliding windows, prefabricated plumbing 
tree. In recent models, Place has eliminated the basement and 
included an unfinished, above-grade room half the size of a 
basement which the owner can finish or use for storage as he 
desires. Features of the 40’x66’ model shown here include a 
240 square foot club room, bath-and-a-half, dining room, three 
bedrooms and a double garage large enough for extra storage 
space. Laundry equipment is concealed behind folding doors 


}) LUMBER FABRICATORS, INC. — Fort Payne, Alabama 
This three-bedroom house with carport is one of Lumber Fabri 
cators’ 35 standard models. These range from low-cost economy 
models to complete luxury homes. Lumber Fabricators also is a 
large manufacturer of custom-built homes. Buildings, as well as 
homes, are panelized to the customer’s own plans. These in 
clude two-story, four unit apartment buildings, clinics, and 
commercial buildings 


1) HUBER HOMES Dayton, Ohio Brick veneer and low 
square foot cost are the most striking features of this house. The 
52’x26' ranch home has three bedrooms, compartmentalized bath 
room and garage. The various Huber Homes models consist of 
the same basic plan with exterior variations. 


5) NATIONAL HOMES — Lafayette, Indiana — One of the 
lowest priced, three bedroom models on the market is this Na 
tional Homes model. The house complies with minimum rr 
quirements of lending institutions for storage areas, room sizes 


6) NEW CENTURY HOMES — Lafayette, Indiana Most pop 
ular model of New Century Homes’ is shown below. It has seven 
different wall finishes, including Peg Board in the utility room 
and on closet dividing panels, simulated brick wall paper in the 
kitchen, tile in the bathroom. Other features are large six 
rooms, seven closets, Youngstown kitchens, perimeter heat, Van 
Packer simulated brick flue, Thermopane picture windows 
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7) RAY MEL HOMES — Columbus, Ohio — This house was 
custom fabricated by Ray Mel Homes, Inc, The company archi- 
tects design houses to individual requirements, engineers them 
into three basic packages, and fabricates them in their factory. 
Upon completion, the deck, basic and finish packages are shipped 
to the builder one package at a time. Ray Mel has built more 
than 80 different models, ranging widely in price. This is a bath 
and a half, three bedroom model with fireplace, activity room 
and double garage. 


8) PRECISION HOMES — Indianapolis — This is a three 
bedroom, bath and a half home with Bendix Duomatic washer- 
dryer, Youngstown Kitchens, Twindow picture window. An In 
dianapolis builder has expanded this model to include a 14’x22’ 
recreation room. The home is flexible enough so that carport, 
breezeway or attached garage can be used to achieve variation. 


9) FORD HOMES — McDonough, New York — Most popular 
model of Ford Homes is the three bedroom rancher model. It 
has full basement, automatic heat, and garage. The kitchen is 
large enough to include a dining area. It is 24 x 36’ with a 
12’ x 20’ garage. 


10) FAIRHILL, INC. — Memphis, Tennessee — Low main- 
tenance is a major selling point of this line of houses. The 
three bedroom model pictured has 975 square feet of space, 
Other models range from 850 to 2,000 square feet. The manu- 
facturer urges its dealers to use brick veneer whenever possible. 


11) HARNISCHFEGER CORPORATION — Port Washington, 
Wisconsin — Carport and outdoor living areas with architec: 
tural fences add to the apparent length of this “Lakeside” 
model. Main living area has 920 square feet of space including 
three bedrooms, living room, large kitchen and dining area, 
bath, center hall, and full basement. The house has a second 
dining area just off the kitchen to provide family or guests 
eating space. Standard features in all P & H Homes is the 
living room window wall. 


12) U. S&S. STEEL HOMES — New Albany, Indiana — Nation 
wide prefab promotions are becoming more commonplace. The 
“Bride’s House” promotion by U. 8, Steel Homes resulted in 
$24 million in sales, according to the company. A Labor Day 
promotion by U. 8. Steel Homes featured the opening of 200 
personalized Coronados (shown here) by dealers over the country. 
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1) WESTWAY HOMES, INC ~ Santa Barbara, California 

This Westway home has three bedrooms and one bath and 
contains 1,044 square feet of living area plus a double carport 
and storage room. One of the many features is the attractive 
floor-to-ceiling glass panel window that is 16 feet wide in the 


living room and looks out onto the patio area. 


2) GENERAL INDUSTRIES HOMES — Fort Wayne, Indiana 

Dealers for General Industries three-bedroom Scotsman model 
can obtain simulated furniture from the company on a lease 
purchase plan. This cuts furnishing expenses by half and elimi 
nates the investment of working capital. Included in the fac 
simile package are lamps, carpet, draperies, ash trays, and ac 
cessories, corner table, Hawaiian surfboard cocktail table, desk, 


and TV table. Upholstered pieces are purchased 


}) PAGE & HILI Shakopee, Minnesota — A fine traffic pat 
tern with relation to the front entrance is a noteworthy feature 
of this house. Traffic passes from the front entrance into kitchen 
or into the center hall without going through the main living 
area. The 24 x 64’ house has 960 square feet of space. The 


garage takes two cars and has ample storage space 


1) FEDERAL HOMES CORPORATION — New York Maxi 
mum space for the buyer's dollar is the main consideration of 
Federal Homes Models. This 1,100 square foot, three-bedroom 
model has a full basement and larger than average kitchen, 
dining and living room. The center hall plan gives convenient 


access to bedrooms, bath, and basement stairs 


5) MODULAR HOMES Kirkwood, Missouri Flexibility of 
design through modular exterior panels is the major feature 
of this line of houses. The builder can become his own archi 
tect by using standard panels to create his own arrange 
ments. The house shown has 1,168 feet of floor space, not in 


cluding carport 


6) UNIVERSAL HOMES Detroit - The “Capewood” is 
typical of the three bedroom models in the Universal line, which 


sell in the lower and medium price ranges. It features the ranch 


style of architecture and has lines that defy the prefab look 


Universal Homes is just entering the housing field after having 


been in the cottage, cabin, and other light construction field 

















7) GBH-WAY HOMES — Walnut, Illinois — This manufacturer 


caters to the builder of 20 houses or lew cach year. The com 


pany can custom fabricate to the builder's or customer's speci 
fications and plans or it will supply standard models. This 
model, with low roof lines, shoulder high windows, and stone 


planter is highly popular. 


8) MIDWEST HOMES — Minneapolis — Generous overhangs 
and a front gable lend style to this three-bedroom model. Ga 


rage and breezeway provide added living and storage space 


9) EMPIRE HOMES, INC. — Louisvili , Kentucky — Greater 
use of glass is now seen in many medium and lower priced 
models. This house used three fixed Thermopane sash with 
vents beneath. Continuous overhang adds an important style 
note. In the gable roof model, an end overhang is used. This 
house has 997 square feet of space, three bedrooms, basement, 


slab or crawl space, gas or oil heat, dry wall interior, 


10) HOME BUILDING CORPORATION Sedalia, Missouri 

This is one of Home Building Corporation’s new homes 
which is available in two models. A partial list of brand-name 
equipment used includes General Electric wiring devices, Briggs 
plumbing fixtures, Reynolds aluminum, Johns-Manville siding 
and insulation, National hardware and locks, Moe lighting fix 


tures, Bruce hardwood flooring and Arco paints. 


Il) FARWEST HOMES Chehalis, Washington Post and 
beam construction is the striking feature of the “Westward Ho” 
series of Farwest Homes. The line consists of three contemporary 
models and three traditional models offering the builder 36 
different elevations and five variations in kitchen or bath and 
a half arrangements. The models vary from 1,031 to 1,250 
square feet, 

12) WEAKLEY MANUFACTURING COMPANY Newark, 
Ohio — The “Ridgelawn” series by Weakley Manufacturing 
Company is a three bedroom home and is available only in the 
Ofoot size and with a 20° x 20’ attached garage. Brand name 
equipment used includes Westinghouse, Winkler furnaces, Per 
fit windows, American doors, Kennetrack sliding door hardware, 
Weslox hardware, IXL kitchen cabinets, Certainteed roofing, 


and Van Packer chimneys 


>». 


10. 
















































Prospects... 

































Malcolm Prine explains his com- 
mission plan for his salesmen in 
the Shady Lane Park development: 
“We established a flat commis- 
sion of $100 per house. Of this 
amount, $75 is paid at the time the 
transaction is closed, The remain- 
ing $25 is set up in a “pool” to be 
divided at the completion of the 
project, on the following basis: 
“259% to the salesman with the 
greatest number of sales; 
“20% to the man 
second; 
“16% to the man finishing third; 
“The remaining 39% is divided 
equally among the last three men. 
(Our sales organization for this 
project being limited to six men.)” 


finishing 


... And on using a trade-in plan: 


“We did have a trade-in plan for 
used houses but found very early 
that no such plan was necessary. 
Plenty of buyers were available on 
either a VA or FHA basis. We 
have made no attempt to use our 
trade-in plan, and will not until 
such time as it might become help- 
ful. 

“We sold approximately 15 
houses in Shady Lane Park where 
the contracts were contingent on 
the sale of the purchaser's present 
property. These have created no 
problem and have all been worked 
out favorably because we have a 
very favorable real estate market in 
Columbus.” 
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...- Salesmen... 






Make More of Your 
Prospects BUYERS 


Effective promotion takes as much thought and planning as any part 


of your development program. The surest way to succeed is to con- 


centrate on attracting your best prospects, and not over-loading your 


salesmen with marginal ones. Here's a 1,300-house project under 


way in Columbus, Ohio that proves the point. 


Dh ahr of the average 
4number of people visiting a 
model home before a sale is made 
vary widely. Your first concern is 
to keep that number as low as pos 
sible. That’s the key to making 
your projects profitable. 

If you can find a buyer out of 
every 40 prospects coming to see 
your model home, you're going to 
have a more successful project 
than if you have to bring out 50 
prospects to find a buyer. 

How do you get the ratio down 


October, 1955 


and then keep it down? The 
answer is the key to effective mer 
chandising, which for the most 
part means effective pre-selling. 

An outstanding example of ef 
fective pre-selling, with concrete 
results already on the books, is the 
1.300 unit Shady Lane Park de 
velopment of Thyer Homes in Co 
lumbus, Ohio 

The largest development ever 
undertaken in Ohio, Shady Lane 
Park has combined the merchan 
dising efforts and know-how of 
Malcolm Prine. Columbus Realtor. 
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...- Sales 


Norman Wiebusch, merchandising 
manager of Thyer Homes, and 
Richard Hall, general manager of 
Modular Homes Service Corpora 
tion, an expert on large scale pro 
jects 

The promotion the pre-sell 
ing campaign began months 
prior to the opening of four model 
homes. A special brochure was 
printed, signs were erected, and 
newspaper coverage im reased 
Small ads in the classified sections 
of the Sunday newspapers came 
first. Then, ten days before the 
opening, one-minute TV commer 
cials started plugging the pro 
ject. The weekend before the open 
ing larger newspaper ads appeared 
and were repeated the week im 
mediately preceding the opening 

A preview for city officials, the 
local and other interested 
people was held on Friday. 

On Sunday, between 12 noon 
and 10:30 in the evening, 10,000 
people passed through the model 
homes. By the time the totals were 
in for the day, 124 houses had 
heen sold. or a sale for approxi 
mately every 4) families. This 
214% is within the 2% to 3% 
range usually taken as marking a 
successful project 


press 


Once the initial promotion had 
worked its full effect, later pro 
motion was toned down, to keep 
from selling out the project too 
rapidly. Sales are now running 
about 75 houses ahead of construc 
tion, with shipments from Thyer 
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to Shady Park being in 


The 


Lane 
creased to about 15 per day 
next section of the development 


is scheduled to open this Fall, 
when the entire promotion will be 
given renewed impetus 

Selling at prices ranging from 
$12,500 to $15,500, the higher 
yriced homes sold fastest. Original 
y planned to have about 80% 
of the houses built without 
ments, the demand for basements 
great that roughly 80% 
have been built with basements 

Shady Lane Park, for years a 
popular picnic area (and for thi 
reason the development retained 
the name) 
2067-acre 


base 


was so 


was included in a 1. 
annexation by the city 
of Columbus in August of last 
year. The Columbus city council 


voted to extend sewer and water 
lines to the new area 
Hall whose Modular Home 


sale 
Home 


Service Corporation is the 
and service arm of Thyer 
in Ohio and Prine who own 
ed 300 acres in Shady Lane Park 

combined to move the project 
through its initial 
a contractor who 
dled other large Thyer 


stages. G 
had han 
projects 


Sass. 


was called in. Construction and 
permanent financing arrange 
ments were made locally. and 
FHA commitments for the first 


+40) houses were obtained 

Donald Grant, Thyer architect 
and land planner, worked out the 
arrangement and color styling of 


the houses in Shady [Lane Park 
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Valuable Merchandising 
/ Ips hrom 


Shady Lane Park 


1) Qualify prospects in advance Put 
the terms in your ads, and in terms your 
prospects can understand Explain the 
amount of take-home-pay generally re 
quired for purchase, but don’t over-play 
it, Just make sure a prospect reading your 





ad can get a clear idea of whether he 
qualifies 
2) Hostesses in each model home 


These hostesses can act as guides and 
answer general questions, When a pros 
pect shows more than casual interest, they 
can direct him to the sales office, At 
Shady Lane Park, Prine and his daughter 
interviewed professional models for the 
job. Each hostess was given four instruc 
tion sessions for training. Paid by the day 
they were guaranteed a certain number of 
weeks of employment 


1) Name your houses; don’t number 
them — Signs should identify the name 
of each model home and its selling price 


house unfinished to show 
construction You can develop numer 
ous “X-Ray” type —- in this home, 
and make understandable to your pros 
pects the quality of construction used in 
your homes. A salesman should be sta 
tioned there to answer questions and ex 
plain construction techniques and the 
reasons behind particular 
features 


1) Leave one 


construction 


5) Put all equipment on display The 
best place for this is in your sales office, 
which should be a home, and 
not one of the Identify all 
the features with signs and display cards 


| atate 
model homes 


your model 
You can save a lot of money by 
using a central site for your model homes 
and using the models for the later 
openings of the development 


6) Select a central site for 
homes 


sain 


7) Display models 


available 


pictures of all the 


8) Make the most of the furnishings in 
your model homes Use the name of 
decorator and cooperating furni 
ture company in all your advertising and 
promotion, Glick’s department store pro 
vided the furnishings, with the stipula 
tion that they be kept on display in the 
model homes for at least a year. Hostesses 
at Shady Lane Park passed out literature 
on Glick’s as well as the model homes 
Norm Wiebusch explains that it is “get 
ting tougher to get merchants to fur 
nish houses. You must show them a 
complete, well-planned promotion.” 


your 


9) Provide background music Have 
music piped into all of your model homes 
It will have a relaxing effect on salesmen 
as well as customers 


10) Provide 
Although 


entertainment for the kids 
pony rides were tried in 
other projects, the gimmick at Shady 
Lane Park was comic hooks, and they 
did the trick 
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UXURY” market is not really an accurate term 

4for it, but the impact on homes in price ranges 
over $20,000 is rapidly increasing 

Although one manufacturer Scholz Homes of 
Toledo, Ohio has a house under construction in 
Cleveland with a $90,000 price tag, the tendency 
in the industry is not so much toward higher and 
higher priced homes as toward greater production in 
the higher price ranges generally, 

Many manufacturers share the feelings of Roy 
Hunsaker of Inland Homes in Piqua, Ohio: “We 
produce homes for the mass market not the lowest 
or the highest priced. The mass market is the $12,000 
to $15,000 range.” 

Nonetheless, Inland Homes, like most prefabrica 


The “Starlyte” is the highest-priced home in the Best Homes line, Pack- 
age price to dealers is approximately $8,500, and on a $3,000 lot retails be- 
tween $29,500 and $92,000, depending on local labor scales and special 
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Prefabs Brea 


tors, stands ready to build higher priced homes 
whenever the demand justifies it. Most manufac 
turers have built higher priced homes on a more or 
less custom basis, and have usually done so by add 
ing special features to standard models 

Modern Homes, for example, has built homes rang 
ing as high as $40,000. A recent $28,000 model in 
cluded these special features: $3,500 lot, full base 
ment, studio ceiling, Tennessee limestone front, brick 
fireplace, Thermopane windows throughout, terrace 
on the rear of the garage, birch cabinets, disposer, 
moduflow heating controls, finished two-car garage 

The experimentation of prefabricators in the high 
er priced ranges is illustrated by the photographs ac 
companying this article 


features. The “Starlyte” provides for a sound system to connect rooms by 
speakers, Moduflow heating, wide windows, planter walls and remote con 
trol lighting, flagstone vestibule and double carport with storage. 














Higher price ranges are no longer strange to prefabricators, as more and more manu- 
facturers become active in this lucrative market. On a “semi-custom” basis where 
houses are panelized and with standard models offering more and more features, pre- 
fabbers are tending toward an increasingly wider range of models and styles. Here are 


some first-rate examples of this important trend. 


he Price Barrier 
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The kind of house a prefabricator builds for himself is shown in 
these drawings of Cliff May’s new residence, currently being built in 
West Los Angeles. Specifically designed to meet the entertaining 
needs of May, it is 7,000 square feet, has four bedrooms plus a 





maid’s room and guest room. Located on a 20-acre site, the home 
is built from panels like those used in May's lower-priced houses — 
which May says has resulted in big savings in costs. Essentially the 
design is an elaboration of a style May has used with great success, 





with open planning in the living-dining area and large glass areas. 


Allen Wall Panel Corporation of Fort Wayne, Indiana reports consider This two-level, by National Homes, includes fireplace, carport, air con 
able interest in this $22,000 model of conventional design. This home was ditioning, incinerator, electric dishwasher and disposer, and on a $2,500 
built by Lebrato Brothers, Inc. of Fort Wayne, Allen Homes dealer. lot sold for $27,200. Built by Brosius Brothers in Frederick, Maryland 
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FIRST FLOOR PLAN 











Five bedroom, three bath home by American Houses, Inc. was built recently in Stoneleigh, 
Maryland by Cooper-Walker Building Company, and sold for $35,000. Called the “President” in 


the standard American Houses’ line for 1955-56, the home has 1747 square feet of living space 


plus an attached breezeway and two-car garage. There is a fireplace which serves as a dividing 


wall between the family room and the 20-foot rear living room, plus a 24-foot master bedroom. 
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SECOND FLOOR PLAN 


This Pease Home, 96 feet long and 54 feet deep, sells at prices 
ranging from $30,000 to $45,000, depending on location and 
special features, Despite the high price range, it is one of the 
Pease company’s most popular models, making liberal use of 
glass, brick and Philippine mahogany panelling. The raised fire 
place with floor-to-ceiling brick face, brick planter and large glass 
areas create a true “luxury” appearance. The breadth of the 
house makes it particularly suitable for a large, hill-top location. 

















Prefabbed or not. 


luxury homes have 


to look the part 
—and do 


LTHOUGH all higher - priced 
. prefabs offer quality products 
and frequently really unusual fea- 
tures, they have to be able to cap- 
ture the “atmosphere” of a truly 
quality home. 

The architectural style, whatever 
it is, has to incorporate dignity in 
the design and create a feeling of 
leisure. There can be none of the 
“sameness” the public so long as- 
sociated with prefabrication. 

These houses, sharply contrasting 
in architectural styles, all have a 
uniqueness about them that sets 
them apart from the average. They 
are “expensive” — open and roomy. 
Whether they are custom-built or 
standard models, they belong to 
their price range. The fact that they 
are largely “prefabricated” has noth- 
ing to do with the excellent appear- 
ance of the final product. 


Scholz “California Contemporary” 


Homes have concentrated on the higher 


price ranges, and have promoted dramatic design with great success, Scholz 
Homes include standard models in the $55,000 price range, and Scholz has 
been more active in this price range than almost any other prefabricator 


This home (below) panelized by Lumber Fabricators, Inc, of 
Fort Payne, Alabama, was custom built to the buyer's own plan» 
Built by the Abbott Construction Company in Birmingham, 
Alabama, the house is in the “over $50,000” class. Lumber Fab 
ricators is one of the older co anies in the business of custom 
fabrication from customers’ blueprints. 


(Below) Selling price of this Techbuilt home 
$27,500. Built in Devon, Pennsylvania, it was erected by Con 
temporary Homes of Philadelphia on a one-half acre wooded lot 
The two-level house has four bedrooms, bath and sitting 

on the upper floor; dining room, kitchen, living room, playro 
on the lower, with space for a future bathroom and storage room 


(including lot) is 








‘Mixing Houses” Tripled Their Sales! 
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T. H. Maenner of Omaha increased sales of new homes from an aver- 


age of one and a half a week to six a week, and company officials say 


it's because of their new practice of mixing prefabs with convention- 


ally built homes. Here’s a report on their latest and biggest project. 


| EK TWEEN January and July of 1954, sales of new 

homes by T. H. Maenner Company of Omaha 
averaged one-and-a-half houses a week. Between 
August and December of 1954, their sales of new 
homes jumped to an average of six per week 

Why the striking difference? What was it that 
suddenly caused this dramatic rise in sales? 

According to company officials, the difference has 
been their new practice of mixing prefabricated 
homes with conventionally built homes 

The latest Maenner project, an 850-house develop 
ment known as Maenner Hillside and Westbrock. 
will include 300 U. S. Steel homes, all of them mix 
ed right in with the conventionally built homes. The 
Hillside and Westbrook project features five model 
homes; two U, S. Steel models and one conventional 
house erected by Maenner’s construction company, 
and two conventional homes built by other builders 
under Maenner’s supervision 

Omaha's largest builder, the Maenner company 
built one out of every seven houses built in Omaha 
during 1954, and has built nearly 900 homes since 
1949. Of the 900, almost 800 have been prefabri 
cated. The new 850-house project will be the largest 
subdivision ever launched in Nebraska 

Now employing about 225 persons, the various 
Maenner enterprises are headed by eee 
Maenner, president of the National Association of 
Real Estate Boards in 1949, and range from real es 
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tate sales to mortgage financi 
ment and insurance 

The company’s skill in promotional work has 
never been ee revealed than in its merchandising 
of the new Hillside and Westbrook subdivision 

Based on the five model homes, the promotion in 
cluded a 16-page special newspaper section in the 
Omaha World-Herald, co-sponsored by the local gas 
company. Pre-selling was so effective that 16,000 
people turned out on opening day 

To create maximum interest, crowds attending the 
opening were guided through each of the five houses, 
and salesmen were available to answer questions 
only in the large tent erected nearby. In the tent 
were displays of the plumbing fixtures and other 
equipment that wasn’t readily visible. Each person 
received a copy of an eight-page brochure giving 
complete information on the new development, ex 
plaining the advantages of its location, the nearness 
of schools, churches and a new shopping center, pir 
tures and floor plans of the new houses. 

Cooperative promotion was also developed with the 
Orchard and Wilhelm department store, which also 
handled the color styling and decoration of the model 
homes. 

The conventional houses are being offered with 
basements; the U. S. Steel homes are being built on 
slabs. The U. S Steel “Coronado” sells for $14,195, 
the “Westerner” for $14,395. The conventional 
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houses sell for $15,550, $16,250, and $16,650. 

The big punch to the project, however, was given 
by the 16-page newspaper section, which covered 
just about every possible aspect of the new develop 


ment. Primary emphasis was given to the new 
schools which are either being built or are in the 
planning stage, the more than adequate shopping fa 
cilities, and the proximity of some of Omaha's best 
recreational facilities 

Making the most of brand names, the newspaper 
section carried special articles on the Caloric Built 
In gas ranges and ovens, Servel gas refrigerators, 
General Electric disposals, Youngstown, Republic 
Steel and American Kitchens. Other nationally 
known products featured in the homes include An 
dersen Flexivent windows, Crane plumbing fixtures, 
Delco-Heat Conditionair heating and air condition 
ing, Ro-Way garage doors, AFCO Base-Blo furnaces, 
Weiser locks and finishing hardware, Lightolier fix 
tures. 

A nine-man crew (five carpenters and 
four laborers) gets two of the prefabricated houses 
under roof in a day, and Maenner’s experience has 
been that it takes four weeks to finish each house. 

Another striking feature of the Maenner opera 
tion and another testimonial to the service the 
company gives is the high re-sale percentage the 
company maintains. Jack Maenner, vice president 
of the company, says the company sends a letter 


erection 


Cover page of special 16-page newspaper section announces the 
opening of T. H. Maenner Company's 850-house subdivision in 
Omaha. The five model homes included two U. 8. Steel Homes 
and a conventional home built by Maenner, and two convention- 
ally built homes by two builders invited into the project. 











Views up and down the street facing the five model homes on 
opening day show a small part of the total 16,000 visitors. Visitors 
were directed from the first model home right through the other 
four and into the large tent erected at the bottom of the bill 
is U. S. Steel 
“Coronado.” Other three houses are conventionally built 


First house is U. 8. Steel “Westerner,” second one 


Acrial 
does not include 75 houses completed since this picture was taken 
U. S. Steel Homes dealer since 1949, Maenner has built 800 pre 
Most 
ambitious project is Maenner Hillside and Westbrook subdivision 


view of Maenner’s 325-house South Omaha subdivision 


fabs since this and about 100 conventionally built houses. 


of 850 units, about 300 prefabs and 550 conventional houses 


to all those people who have bought prefabs from 
them in the past, each time a new model comes on 
the market 

“We have re-sold 75% of the people to whom we 
have sold new houses and who have put those house 
on the market,’ Maenner says 

One good reason for this high re-sale business 1s 
the carefully worked-out system Maenner 
make sure every customer is well-satisfied, The com 
pany’s service department handles all complaints for 
one year, but as Jack Maenner says, 
to do it anyway so you might a 
ately and with a smile.” 

The same day the buyer and his wife occupy them 
new home, an inspector from the company goes 
through the house with them in great detail, check 
ing it thoroughly with them. Any scratches, leaky 
faucets or other problems are corrected immediately 
The operation of equipment is 
new residents 


uses to 


“You're going 
well do it immedi 


also explained to the 


The idea of all this careful inspection and service 
“turn over to them a house that is as 
perfect as possible,’ Maenner says. “If you handle 
woblems right away, you save a lot of head 
aches later on. And eight out of ten of our customer 


is to neat 


these 


come through referrals which is why we take 
such pains.” 
The company always discourages buyers from 


moving in before the houses are completed 


Maenner executives Robert L. Mierendorf (left), John RK. Maen 
ner (center), and W. Russell Bowie, Jr. are shown during grading 
work at Hillside and Westbrook project. Maenner and Mieren 
dorf handle construction, Bowie is in charge of the Maenner in 


moved 


surance firm. About two million tons of earth will be 









Does Prefabrication 


Affect Value? 


By MORTON BODFISH* 


Chairman of the Board and President 


First Federal Savings and Loan Association of Chicago 


Whether house parts are manufactured on or off the site is irrele- 


vant to an appraisal, says the author. Value is the present worth 


of future benefits, and so long as the house is basically sound, it 


should be appraised the same — 


| eer and mortgage fi 


nancing of prefabricated 
homes has been an acute problem 
since mass production of homes 
began. Before granting a loan to 
a buyer, the appraisal of the pre 
fabricated home the fooling’: 
security——is vital. The appraiser's 
findings seriously affect a decision 
on the loan and, if granted, in 
what amount. Appraisers, being 


prefabricated or custom built. 


analytical, have had many ques 
tions and have approached such 
appraisals with great caution 

In the past, lender’s reluctance 
was often based on appraisers who 
were prejudiced a uninformed 
or who based appraisals on inade 
quate facts. Appraisers, to be com 
petent, should visit several facto 
ries to see exactly how the homes 
are manufactured. They should 


Morton Bodfish 


get facts on strength, stresses, du 
rability and construction methods 
They must be aware of the basi 
types of construction before mak 
ing appraisals. They should re 
member that prefabricated houses 
might weigh less than custom 
built houses, but because of the 
use of adhesives, truss reinforcing. 
the stressed skin principle of con 


struction, and various engineer 


This prefabricated house is one of many in the Barrington Woods development near Barrington, Ilion, nortnwest of Cnicago. 
The project was partially financed by First Federal. Bodfish says the type of construction has nothing to do with the appraisal. 


















ing devices, they can have the 
same strength and durability 
Such technical information 1s 
easily available from prefabrica 
tion manufacturers 

What an appraiser attempts 
when inspecting property, wheth 
er it’s prefabricated or otherwise. 
is to estimate value. He measures 
and reflects the market; he does 
not make the market. He should 
never give his personal opinion of 
value, but he measures that of the 
typical buyer the mass mar 
ket 

The definition most generally 
used by senior members of the 
Society of Residential Appraisers 
is value is the present worth of 
future benefits. In appraising a 
prefabricated home, he should es 
timate value on the same basis as 
as for any other similar house 
How and where the house parts 
were produced is irrelevant. 

When investigating a house, the 
appraiser usually examines the fol 
lowing 
1) Structural soundness, material 

and workmanship 
2) Interior functional plan 
3) Relation of the structure to the 

land. 
+) Heating, plumbing, electrical 

and other equipment. 
1) Exterior appearance. 
6) Relative marketability of the 

property 

It is emphasized that these are 
the criteria on which an appraiser 
will rate any property, whether 
prefabricated or conventionally 
built. Each house must be judged 
individually and its value rises or 
falls on its own merits. Compari 
sons should be made with other 
similar houses in the neighbor 
hood. The factors that make for 
value should be reflected in the 
appraisal of prefabricated homes 
just as in a conventionally built 
home. Failure to do this by unin 
formed or prejudiced appraisers 
has been the cause of much con 
fusion in the financing of prefab 
ricated homes 

A definition handed down by 
the courts concerning real estate 
is “the highest price estimated in 
terms of money which a property 
will bring if exposed for sale in 
the open market, allowing a rea 
sonable time to find a purchaser 


*Morton Bodfish is one of the world's most 
widely-known authorities on home financing 
A former professor of economics and real es 
tate at Northwestern University, he has for 
many years been an international leader in 
savings and loan affairs. Mr. Bodfish was an 
original member of the Federal Home Loan 
Bank set up in 1952, and an advisor w top 
government officials. He is a founder and for 
mer managing director of the Society of Resi 
dential Appraisers 
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Allen Homes are design 
ed by Donald H. Honn, 
American [nstitute of 
Architects. He has won 
awards from Parent's 
Magazine and the Nat 
ional Association of 
Home Builders for out 
standing design. 


ALLEN homes 


THAT YOU CAN NOT IGNORE! 


Good design... competitive prices... 
these are factors that can sell homes for you 
in any market! ALLEN HOMES has the 
combination that can make you the leading 
builder in your community, Investigate 


our system, be convinced! 


Write 
wire 
© thene 5 ‘ 
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LYUSTOM FLENIBILITV % PRODUCTION LINE ELONOMY 


Allen industries, inc., P.0. Box 2497, Sta. C, Fort Wayne, ind., Ph Kenmore 4917 
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who buys it with full knowledge 
of all the uses to which it is adapt 
ed and for which it is capable of 
being used,” 

The worth of a home, whether 
prefabricated or custom built, ac 
cording to this definition is not 
just the worth of the lumber, con 
crete, brick and dirt, but is the 
worth of the benefits that such 
property can afford its owner, the 


CUT cash income it can produce, the 


use that can be made of it, the 


APPLICATION amenities it provides 


In my opinion, mere cost is not 


COSTS GENUINE value. Two homes may vary con 
DOUGLAS FIR PLYWOOD siderably in construction cost, but 


® their value may be the same. The 
BLY CORD appraiser should concern himself 
only with measuring the market 
INTERIOR TYPE If = homes, one prefabricated 
and the other custom built. are the 
same in all respects and provide 
exactly the same amenities, then 
respective values should be the 
same 
Obsolescence, both functional 
and economic, has caused some 
concern in the appraisal of pre 
fabricated homes. In the opinion 
of some appraisers, overall de 
preciation of any home varies sig 
nificantly, beginning at a slow 
pace, stiffening during the middle 
years and declining in the late: 
life of the property. Obsolescence 
and depreciation affect prefabri 
cated homes at the same rate as 
custom built homes of comparable 
design and quality in the same 
neighborhood, as far as I can see 
at this time 
The presence of a prefabricated 
house, if comparable in quality 
and design, does not bring down 
the price of other homes in an 
area, according to our observation 
The other existing homes set the 
general price level. The majority 
of existing houses in an area in 
fluences the price level of all, 
whether custom built or prefabri 


nrink or Swell 1e al cated 


Walls 


trong 


PLYSCORD Resale value is an important 
factor relating to public accept 
ance. There is some doubt on the 


DUCKIINE 
e| worKing 


.ak-free. Remember: PLYSCORI part of some mortgage lenders 

that prefabricated houses will 
cA have adequate resale value in a 
Sc Ey competitive market. In such a 
> A.) Ph. ve ot these lenders think the 

~ ~ 

price of prefabricated homes may 
decline more in proportion to the 
original price than custom built 
homes. This attitude also leads to 
some of the problems associated 
with the sale of mortgages. The 
answer is that if the prefabricated 
home compares in quality, design, 
ee adaane and durability with 
the custom built home, there will 
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be no difference in the respective 
decline of prices 

The critical point with the 
mortgage lenders is the value 
placed on the house by the ap 
praiser. The prefabricated home 
must compete with the custom 
built home for value the same as 
other houses in the location. If 
manufacturers constantly improve 
their product and developers prop 
erly plan their subdivision, and 
as the difference between the pre 
fabricated and the custom built 
home narrow and disappear, so 
will unfavorable and _ prejudiced 
valuations 

Many mortgage lenders and 
Realtors have been ignoring the 
growing public acceptance of pre 
fabricated homes and _ problems 
arising out of appraising and fi 
nancing them. Eventually they 
must solve the problem for them 
selves. First Federal Savings and 
Loan Association of Chicago ha: 
been financing prefabricated 
homes for several years For ex 
ample, one of the developments 
partially financed by First Fed 
eral is Barrington Woods, near 
Barrington, Illinois, northwest of 
Chicago. This project, consisting of 
various types of National Homes 
is a prize winning development 
and has been tremendously suc 
cessful. 

With problems associated with 
appraisal and greater public ac 
ceptance solved, mortgage lenders 
will increasingly finance prefab 
ricated houses on the same basis 
as custom built houses. In the fi 
nancing of both types some use ha 
been made of the no-downpay 
ment, long term mortgage loans. 
which will be unfortunate for the 
economy and is, in my judgement. 
an unnecessary and excessive use 
of credit. Such excessively liberal 
ized home financing brings fami 
lies into the housing market long 
before they are ready to assume 
the responsibilities of home own 
ership. With low monthly pay 
ments spread over too long a term. 
the individual usually has diffi 
culty getting out of debt and, from 
a credit point of view, the amorti 
zation does not keep pace with 
depreciation during the first 10 
years. Many such families do not 
have the pride of ownership or 
security that so often characterizes 
those who have acquired a sub 
stantial equity in their homes 
Since these factors might affect 
value, they must be considered by 
the appraiser, but they apply 
equally to prefabricated and cus 
tom built homes 
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Established real estate executives hold a great 


deal of interest for leading prefabricators. 


Success in building homes for sale under to- 


day’s conditions calls for a knowledge of all 


phases of housing. Real estate executives have 


that knowledge. Here are opportunities in 


prefabrication for real estate executives as 


seen by a leading manufacturer in the field. 


What Future for the Realtor in 


PREFABICA TION? 


N unprecedented, prosperous, 
peacetime economy with a na 
tional annual income of $360, 
000,000 is being matched only by 
the most competitive race for con 
sumer dollars ever staged by the 
American industry. The free en 
terprise system is pushing the 
throttle down to the floor board. 
As Realtors, builders, and pre 
fabricators we look at others in 
our own industry as sources of 
competition, This to a degree is 
true, Of greater importance is the 
realization that the prospect who 
meets you on the way out of town 
driving a late model car, with a 
family clothed in 1955 fashions. 
picnic bound, with boundless 
gadgets has already been tapped 
by a still greater competitor, +s a 
American industries 
Design, styling, color, combined 
with breathtaking merchandising 
will be the headline getters in the 
race for consumer dollars in 1956 


50 








By JOHN W. KELSEY* 
Vice President 
W. G. Best Homes Co. 
Effingham, Hlinois 


A decreasing number of original 
purchasers wear out automobiles, 
clothes, refrigerators or even lawn 
mowers. If our business is to re 
main competitive and profitable, 
we must be able to fill the home 
maker with an insatiable desire 
for housing in the modern man 
ner. Housing is no longer merely 
shelter, or a car is no longer mere 
ly transportation, or a radio a 
means of communication. They 
are a way of more abundant liv 
ing. Our task is to spark the imagi 
native desires of the American 
public with a greater interest, ap 
preciation and pride in home own 
ership. The home can more nearly 
reflect the character, achieve 
ments, stability and good taste of 
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its owner than any other medium 
In charting a course of action 
to capture our fair share of con 
sumer dollars it must be kept in 
mind that as the builders and 
Realtors reduce the gap between 
demand and supply they face an 
alerted and more discriminating 
home buying public. The signs 
are in ample evidence. The causes 
are numerous and varied. 
Normalcy has replaced emer 
gency in the market demands for 
housing that existed in the years 
immediately following the war. 
The far reaching interest in home 
making with its multifarious rami 
fications in our social, religious, 
economic and political wellbeing 
has resulted in a deluge of journal 


*Mr. Kelsey has had much experience in the 
housing field. A Realtor himself, he is a mem 
ber of the Chicago Real Estate Board and the 
Chicago Bar Association. For 15 years he was 
a director of Percy Wilson and Co., Chicago 
mortgage banking firm 
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istic comment and information 
that is without precedent. We are 
dealing with prospects who are 
better Leeda and more critical 
of our efforts to satisfy their de 
sires. Whether our prospect be the 
veteran's family who has out 

grown its emergency housing ac 

quired after the war or the fam 
ily who is seeking to match its 
social and economic status with a 
comparable home, each leans to 
ward and proceeds upon a stop 
look-and-listen philosophy. 

It would appear that a more 
successful task could be performed 
with less economic waste, greater 
public approval and more profit 
if prefabricators and Realtors 
would merge their efforts, abili 
ties, and resources. Working inde 
pendently we cannot hope to 
achieve the degree of industrial 
maturity needed to compete suc 

cessfully against other segments of 
our economy in the race for con 

sumer dollars. 

The established Realtor, regard 
less of size or location, has achiev 

ed a measure of public confidence. 
acceptance, and prestige. The 
Realtor having successfully inte 
grated his operations into the ex 

isting community life comes well 
prepared to introduce prefabrica 
tion to his neighbors 

His personal and intimate 
knowledge of public officials, civic 
organizations and service clubs 
combined with an understanding 
of trends of local public thinking 
avoids many misunderstandings 
and delays in the orderly develop 
ment of prefabrication and the 
contribution it is prepared to make 
to any community 

The Realtor has in many in 
stances developed highly technical 
skills and know-how, with compe 
tent staffs of skilled workers in the 
fields of land development, mort 
gage processing and finance and 
home merchandising. Such organi 
zations whether large or small, 
are becoming increasingly bur 
dened with high operating over 
head. Prefabrication can utilize 
their skills and talents, offering 
to the Realtor greater stability 
with correspondingly increased 
profits 

Well located land suitable for 
residential development has be 
come the industry’s number one 
problem. There are, however, in 
cities and villages throughout the 
country, in the aggregate, thous 
ands upon thousands of scattered 
lots in that otherwise 
near the saturation point of build 
ing development. It is often un 
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you profu by 
turnover 


Your customers profit | 


home you readily adapt 


Your mortgage lender profits 


investment Virginia Le 
and resale value 


vu multiply profits, 


when you build Virginia Lee Homes 


faster sales faster capital 
less building risks. 


y wetting 100% kiln-dried lumber and a 


to their needs 
by having a secure long-term 


¢ Homes have a consistently high appraisal 


The Virginia Lee System (patented) 


Virginia Lee 
ally built 
methods of each 
home building 
Infinite Variet 
The flexibility of 


modern living and to « 


system 
eaper 
Avai 


our ™m 


can be panelized no 


Source 


1 ted at t b 
Our plant is located in 
country. All materials 
vane INIA LEE HOM 

sures fast erection, ac 


acads termined PROFTI 
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Horton Bidg., Seattle 4, Wash 600 ~ 6th 


ATTENTION 
BUILDERS 


CONTRACTORS 


REAL ESTATE 
AGENTS 


ARCHITECTS 


The Newton is only one of many pop- 
ular Hodgson House designs com- 
bining attractiveness and convenience 
with high quality materials and work 
the Hodgson hallmark for 


over 60 years 


manship 


fomes are not prefabricated 
but a combination of the best building and design 


are 22 or better 


precut nor convention 


perfected by 29 years of factory 
ene 
lable 
odular system allows you to keep up with 


reate new styles almost any plan 
nis is it’’ model for 1955 


the heart of the lumber and plywood 


KILN-DRIED lumber 


ES solves your procurement problems 
curate predetermined costs and 
S. Write today for details and catalog 


d not to write. See your builder, realtor, of 


INC. 


(main office and mill) 


LEE HOMES, 


Ave., Kirkland, Wash 





We are particularly interested in con 
tacting responsible individuals or firm 
who would like to discuss our proposal 
for handling the Hodgson line in their 
territory. Contact 
full details, 


us immediately for 


“Covering the Northeastern States 


Hodgson Houses, inc. 


DOVER, MASS., TE 





L. DOVER 8-0057 


N. Y. Soles Office «+ 730 Filth Avenwe + Circle 7-169! 
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economical for the conventional 
builder to utilize such lots for the 
obvious cost of construction by 
such methods would be very high 

The equity ownership in the 
lot in many instances is sufficient 
to provide the necessary downpay 
ment for construction of a home 
for the individual owner. Because 
of the choice locations of many 
scattered lots, speculative builders 
by using prefabrication quickly 
observe opportunities heretofore 
available only in project opera 
tions 

Prefabrication makes it possible 
to develop these homesites eco 
nomically. The Realtor having a 
knowledge of the location, the 
owner and the type of improve 
ment best suited to the site can 
weld together these forces in a 
manner that brings profit to the 
builder, the owner and the tax 
ing body of the area in which the 
property is located 

As a prerequisite to home build 
ing the development of raw land 
wa in small or large tracts requires 
an increasingly high amount of 
the builder's working capital as 

compared to his other costs. To in 
1D) AvAV/ Y E R 04 | T C H E N S terest and attract necessary risk 
capital in such ventures it is es 

sential that the exposure to all of 
the inherent hazards be reduced 

Prefabrication makes it possible 
to test the sales potential and home 
market in a given area, with mini 
mum expenditure of time, at costs 
not possible by other means of 
construction 

Speed in erection time enables 
the developer to exploit to the full 
est the many advantages of virgin 
markets. With the shift and ex 
pansion of industry, combined 
with the emphasis on decen 
tralization, thousands of new 
homes are daily mushrooming out 
of cornfields 

Hazards of weather and intem 
perate climate become less of a 
problem when it is possible to 
have a prefabricated house under 
roof in one working day. Prepara 
tion of basements, slabs or craw] 
spaces in advance of low degree 
days or a rainy season permits a 
continuity of building erections 
that it is impossible to achieve and 
maintain by use of other than pre 
fabricated structures. The stability 
of such an operation maintains 
overhead at more constant levels 
with a continuing flow of saleable 



















graces the room as a 
piece of smart furniture 











Addrew 





units on a year round basis 
Shut downs or slow ups result 
Town Stare ing from the unavailability or 
ewer paosucts coascaanon shortages of building materials is 
Dept K105, Michigan City, tadiana in a large measure eliminated 
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use of the prefabricated house 
package. The prefab manufacturer 
has unquestionable advantages 
and purchasing power. This as 
sured flow of materials to the pre 
fabricated dealer reduces operat 
ing overhead and increases profits 

Vandalism, theft, and negli 
zence in the handling of stock 
piled materials is a mounting item 
of overhead. Loss of critical mate 
rials often occasion delays far 
more costly than the value of the 
material stolen or destroyed, The 
prefabricator having his own 
house under lock and key the first 
night reduces this costly hazard to 
a minimum. 

Work stoppages whether antici 
pated or not result in less exposure 
and hazard to the prefabricated 
builder, Partially completed build 
ings can be finished out with 
greater speed to meet a deadline 
Houses not completed but under 
roof suffer less deterioration from 
weathering 

In an era when space and sound 
have no barriers, modern Ameri 
cans of all ages, are demanding 
that the skill, precision, materials, 
beauty, and values in their homes 
match the flawless achievement 
attained in their automobile, 
stratocruisers, television, or the 
common place table and house 
wares on sale in every supermar 
ket 

Prefabricators make available 
controlled quality of materials 
Assembly line production insures 
uniformity. Exhaustive research 
and testing give prefabrication 
greater functional utility, higher 
value, lasting beauty, and wider 
sales appeal. 

The practical undisputed evi 
dence of the advantages of pre 
fabrication to you are that the in 
dustry shipped an estimated 41, 
000 houses during the first six 
months of 1955. This figure ex 
ceeds the output during the first 
half of 1954 by 38%. The housing 
industry by comparison showed 
an increase of only 19%. 

To summarize, prefabrication 
gives greater speed and economy 
in construction with greater turn 
over of capital, less exposure and 
hazard, fewer headaches, ease of 
financing and increased sales vol 
ume 

The professional skills of the 
Realtor joined with the enterpris 
ing genius of the prefabricator 
unite land, labor and capital, thus 
creating new wealth of enduring 
value. The challenge to serve and 
the opportunity for profit are 
boundless in the prefab business 
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Promoting Prefab Sales 





One-Two Punch Promotion Pays Off 





Indiana builders of homes by Allen Wall Panel ” 
follow up successful opening, making the most of / 
fast sales and big crowds. the 4 ts oul P 


OLLOW UP advertising to capitalize on a suc 

cessful opening day featured the promotion in 
Fort Wayne, Indiana. Two builders Lebrato 
Brothers and Spacemaker Homes combined with ? 
the Allen Wall Panel Corporation to put over a new S L/ , 10 N don comet 
123-lot subdivision with results paying off in 50 home ~70ta in ays to Soy ones 
sales during the first ten days. 

Full-page newspaper ads stressed the quality fea 
tures available ot gash house Alumifoil wall in 10 O00 PEOPLE 
sulation, Majestic Counterflow furnaces, Plextone / 
closet doors, American-Standard plumbing fixtures, } 

Permaglas water heaters, Kitchen Maid cabinets, - Hinded the showing 


Formica counter tops, copper plumbing, awning-type 
aluminum windows, exterior storage closet and at 





of this model home 





tached carport Spacemaher Homes, Inc., and Lebrato Brothers, Ine, are 
A o doubly proud of the grand reception given thie outstand 
Prices of the homes started at $10,300, downpay ee ee Se ee 
ry Py, TI | | } . | | f home value, Nowhere but nowhere is such qualty and de 
ments at 9550. le ads also emphasized { lat the isu Gow boning offered ot the | ¢ of $10,500 (average). 
homes were available in a wide variety of exteriors The dows peyment is smell. The monthly payments are with 
and were designed by Donald H. Honn, A.LA the budget of most every fanuly. This price INCLUDES 
but 
Follow-up ad appearing after successful opening gave full pub- Plan Oa eee ; 
ae s : to wet the m feat home today. Select 
licity to fast sales and big crowds. A cooperative venture of two Ries 5 sicilivig Wels Vilin cal Rilealids Mlthinns 
builders, this ad was sponsored by one of them — Spacemaker tom new home soon Drwe eouth on 
Homes, Copy of the ad was limited to sales price, location, names Rud A ety two miles to made! home. Wareh for 
and phone numbers of sales representatives, and hours open. y 
these soles representetives 
Cte: you naw home... 
4M BOBAYA JACK NORTON 
nrmaher Homes Bdles Manager 


for Lebrate Brother: « 


MARVIN KRATTER ee ae ny 


Kenmore 196! 
; ’ move 5757 Harrison 3266 
Formerly associated with 


: a7 —_—-—— “MOD HOME 
Louis |]. Glickman —— 
MONDAY THRU FRIDAY 2° M te 7 Pm 
WINDAY 1° M te 6PM SATURDAY 1PM te SPM. 








| 0: phone fer an appoinime 


| SPACEMAKER HOMES .. 


sate LO FORT WAYNE, INDIANA 





Announces the opening of 











REAL ESTATE — . 
INVESTMENT Three-Way Teamwork 


(Continued from page 22) 


O F F | CE . that 80 homes were sold in three successive week 
4 x 


ends. 
The biggest attention-getter and best seller in the 
project was the three-bedroom, attached garage 
521 Fifth Avenue model, selling for $11,800 with a $400 downpayment. 
New York 17, New York | All streets, sidewalks, driveways and utilities were 
, | . 

included. 

Murray Hill 7-8535 Literature and promotional material were furnish 


ed by the manufacturer, as well as the newspaper 
advertising. All together, Lytle Construction says 
| more than $5,000 was spent for the advertising and 
Broker's Offerings Cordially Invited promotion of the project. 

The group is currently completing a 41-home de 
velopment in Nankin Township oad tate plans for a 
100-home project in Ann Arbor. 
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of New Homes 
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GRAY BROS., Builders 
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re emee 


New Light 


Conditioning 











Third page ad in special newspaper section was used by Gray 
Brothers in announcing the opening of new Prairie Village sub- 
division near Indianapolis. Including 138 homes in the $12,000 
to $17,000 price range, the subdivision is fully described. 


Special Section 
Kicks Off 


New Subdivision 


FULL-SIZE, four-page newspaper section started 
off the Gray Brothers’ subdivision of Place 
Homes in Brownsburg, suburb of Indianapolis 

Giving equal play to the variety of house designs, 
feature ae ts, the background of the Place organi 
zation as well as the subdivision itself, the Prairie 
Village section of the newspaper inaugurated the 
138-house development with a bang. 

Rather than simply listing the brand names and 
outstanding features of the homes, the newspaper 
section gave more than a full column of description 

Another feature of the project, color pac ‘ener 
was handled by W. Shrewsbury Pusey of Urbana, 
Illinois, one of the nation’s authorities in the field 
(see Pusey’s article in the August, 1955 issue of the 
JOURNAL) 

Among the standard features in the Prairie Village 
development are garbage disposal units, and a built- | 
in unit for an extension telephone on one of the kitch 
en cabinets. Electric hot water heaters are also in 
cluded as part of the regular package 

Light conditioning is offered as an optional feature, | 
along with full brick or stone veneer on front, base- | 
ment, garage, fireplace, colored bathroom fixtures. | 

The advantages of Brownsburg itself are also given | 
full play in the newspaper section, with photographs 
of the three churches and the new grade school 
The article also lists lodges, civic and so ial organiza 
tions that are active in Brownsburg, as well as giving 
notes on bus service, library facilities, political or 
ganization and fire and police protection 
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> A Dozen Models to Offer! 
> Better-Than-Conventional Quality! 





> Optional Plans to Suit Buyer! 
DP Proven Money-Maker for Dealers! 


awaits new dealer-crectors chosen to handle the 


BIG MONEY 
complete line of KOZY ready-built homes 
fabs 
four bedroom homes architecturally 


a new concept in “pre 


Quality built into every detail, inside and out! Two, three and 


tyled so there's no hint of 


pre-fab” in appearance. Yet far-above-normal quality materials 


precision workmanship by skilled craftsmen, offer better construction 
than conventional! Alternate floor plans allow purchaser the versatility 
of a “tailor-made” home! Many dealers in Midwest already making 
Big Profits because KOZY homes compete with the best, yet ar 


lower in price 


WRITI 


ready-built homes 


for complete details from this Midwest manufacturer 


of quality 


T. J. Godwin, KOZY MFG. CO., Dept. N, Exira, lowa 
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| Lots of 100 
Lots of 250 
Lots of 500 
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Who Gets the Commission 





on Opening Day? 


The huge crowds attending the opening day of a large new project 
create many problems, one of which is deciding on a fair commis- 
sion payment for salesmen. Many salesmen may contribute to mak- 
ing the sale, although only one may handle the closing. Here's a 
suggestion for giving credit to all who take part. 


By JOHN C. POLLOCK 


Advertising and Sales Promotion Manager 
American Houses, Inc. 
New York City 


| UGE crowds on the opening 

day of a new subdivision. 
however much trouble it may be 
to handle them, are usually the 
mark of a successful project 

But in processing such crowds, 
individual attention is literally im 
wssible, which makes it impossi 
le to credit individual salesmen 
for each and every sale. This is no 


reflection on the ability of the 
salesmen. One of the things we 
have discovered in our promotions 
is the real value of a Realtor in 
the sales picture of a development 
We believe that every builder 
should avail himself of a recog 
nized and qualified Realtor to han 
dle his sales program a Realtor 
who knows and loves his trade and 


whose knowledge and skill can 
turn prospects, attracted by pro 
motion, into customers sold on a 
house 

But there are three factors en 
tering into large-scale promotions 
that make it difficult to give prop 
er credit to the Realtor’s salesmen 

First, there is the question of 


traffic flow, and how to handle it 
Logically, the flow is from the 
parking lot, to and through the 
model home, right into the sales 


office. 
The parking area is marked on 
fenced off and posted with appro 


e OFFICE OR COMMERCIAL PROPERTIES 

e APARTMENT HOUSES priate selling signs, pointing out 
the key sales features. These signs 
e APARTMENT HOTELS direct the visitor right into the 
model home. An attendant is sta 
VALUED AT OVER $1,000,000 tioned at the lot to help in parking 
and to answer such questions as 
those that arise about the hours 
IN ANY MAJOR CITY the model home is open, and so 

IN THE UNITED STATES forth 
Second, there is the problem of 
congestion in the model home it 
self. A salesman stationed at the 
entrance first welcomes the visi 
tors. Then, stationed in strategic 
positions such as the kitchen, mas 
ter bedroom, living room, other 
salesmen are stationed to contro! 
the flow, to create enthusiasm, an 
swer questions, point out values 
and outstanding features, and, in 


vo. WARNECKE «. « 
short, sell the house 


295 MADISON AVE., N. Y. 16 « Tel. MU 5-4317 These salesmen know every 


nook and corner, every feature 
and sales point At the exit, an 


IT 1S OUR POLICY TO MAINTAIN EXISTING 
MANAGEMENT AND PERSONNEL WHERE DESIRED 
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other salesman is stationed to hand 
out literature concerning the 
house, door prize tickets, etc. It is 
his job to direct the flow into ihe 
sales office where actual sales com 
mitments are made 

Third, there is the factor of the 
sales office itself. The sales office 
and the treatment received there 
can make or break a sale. One 
thing that has to be kept upper 
most in mind when setting up a 


iles office is that the buyer 
making the largest single purcha e 
of his life, and he wants and 


deserves privacy to discuss his 
purchase and the financial aspects 
involved. including his own bank 
account 

To provide for this, we suggest 
that next to the model home an 
other home be set up as a sales 
office. The living room or garage 
can be used as a reception or dis 
play room. A hostess can be in at 
tendance to answer questions and 
guide the buyers to the bedroom 
area where the closing offices are 
located. In these private offices, 
expert salesmen trained in closing 
deals, can take care of details and 
have the contract signed 

With an opening day program 
such as this and usually with 
several model homes it is ap 
parent that no one person can be 
considered wholly responsible for 
any one sale 

The salesmen outside answered 
questions; those inside created en 
thusiasm, others guided visitors. 
and still others handled the actual 
closings 

Who, then, on opening day, gets 
the commission? 

The best solution is to have each 
man get an equal amount based 
on the number of houses sold 
Thus, on opening day, if 50 houses 
are sold and total commissions are 
$5.000, each of ten salesmen on 
duty would receive an equal share 
of S500 

When follow-up calls are neces 
sary. or when a re-visit to the 
house is made by a customer later 
in the week, then the regular com 
mission should be paid the sales 
man making the sale. But on open 
ing day, when the large crowds 
essential to the success of the proj 
ect make individual attention an 
impossibility, we suggest an equal 
share in the total commissions as 
a solution to the Realtor’s commis 
sion problem 

There are other ways of meet 
ing the problem, of course 
have found, after trying several 
other methods. that this is the best 
solution in a large project 


But we 
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More houses UP- 


More owners IN- 


in record time! 





By switching from conventional 
to prefabricated construction, 
home builders who formerly 
limited themselves to selling a 
few houses a year today are put- 
ting them up by the score. 


More houses up means more 
profits for you. You can deter- 
mine accurately what your costs 
will be and, at the same time, 
offer the buyer ‘‘more house for 
the money’”’. 
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Prefabrication offers you cost 
control, faster starts, shorter 
on-site erection time, quicker 
completions. Give yourself these 
competitive advantages... give 
the buyer advantages of fine 
architecture, the last word in 
living comfort and more invest- 
ment security. You can do it 
with prefabrication. 


Write for a list of home prefab- 


ricators and learn the advantages 
of a dealership. 


Subscribe now to “PF", the official monthly journal of 


October, 1955 


PHMI. Keeps you fully informed of new opportunities in 
this fast growing field. $3 a year. 


PREFABRICATED HOME 
MANUFACTURERS’ INSTITUTE 


932 20th Street, N.W. 
Washington 6, D.C. 














CLASSIFIED 
SECTION 











AAA-1 rated Ir. Dept. Store Chain will lease or 














buy 75-(t. frontage and up in 9 to 100% area in 
cities 12,000 to 125.000 anywhere. Brokers’ co WM. 
operation invited. Edw, Mitchell, 276 - 5th Ave 
1 ¥.¢ 
| 
pO YOU KNOW HOW TO PLA‘ Society of Industrial Realtors, through its first president, Walter S. 
rHE STOCK MARKET! Schmidt of Cincinnati, announced that General Matthew B. 
lew course reveals stock market secrets weed | Ridgway will head the group choosing the “Industrialist of 1955 
by Millionaire financiers. Names facts, figure Selected September 14, the industrialist will be given his award at 
Se us oad at paca T3901 Common | the SIR’s annual award dinner in New York on November 9 
‘ tw rac o er o ; ommon . 
Stocks that paid dividends steadily from 25 to | Ridgway will make the presentation 
165 years 
Sterling, Great Neck 81, N.Y. Local real estate boards, home builder groups, and savings and 


loan organizations have been among those doing their best to help 
| by rendering special services to flood disaster victims. The real 


Vf ji @ estate boards, according to NAREB president Henry Waltemade, 
Va. ning ), =a have been urged to act as “clearing houses” in suggesting emer 
FUTURE REAL ESTATE gency financing and other help for repair of damaged dwellings 


Brokers, Appraisers, Managers 


A full-sized, suspended Monorail pilot line is being constructed in 


Investigate our Home Study and Residential 


courses in Real Estate, Includes all phases of Houston, Texas, by Monorail, Inc. With towers and passenger car, 

Sq Seanepe. Bene Pee , t' CAA the first 830 foot portion of the line is expected to cost about $50 

War Il and Korean Veterans 000. Monorail’s president says that “it can and will operate eco 
WEAVER SCHOOL OF REAL ESTATE nomically and profitably with a remarkably small number of pas 


(Est. 1936) 


kp, a sengers.”’ The pilot line, ironically enough, will be built at Arrow 


head Park on Old Spanish Trail in Houston 














| The Real Estate Board of Kansas City, Missouri, is having former 


GIFTS~AWARDS President Truman as its guest for a luncheon. Mr. Truman will 
nets Gs iis tae te ote wk nee ae be presented with NAREB’s historic gavel a gavel made of wood 
party problems at wholesale price, We are special- from Washington’s home at Mount Vernon and Jefferson's home 
acd bn en. ag yoo at Monticello. The steel is from the battleship Missouri. the ship 


Send tor our Ulustrated catalog and CONFIDEN 
TIAL PRICE LIST. Boardman, Ltd., 402 No 
Peart St, Albany, N. YY. “A same known in 


the wholesale fold for clehty-fve years.” Peter Turchon of Newton, Massachusetts, whose Homes, Inc., has 
probably remodeled and rehabilitated more houses than any other 
company in the country, is looking forward to a boom in used 
houses. Turchon says the primary demand is for more square feet 
of floor space, and only older houses can offer that space at a rea 
10,000 to 100,000 sq. ft. wanted by AAA-1 6 . on ’ 
tenant. Can be old building if suitable for sonable ¢ ost to home buyers Our 29 years experience 1n modern 
garment manufacturing. Might buy. Pre izing,” Turchon says, “has taught us to start with an honor-built 
fer Eastern Seaboard or mid-west but will dwelling of pre World War II construction. We have found that 


comsider any location with over 250,000 these are the best buys, dollar-wise and space wise.’ 
population within 15 mile radius. Edw, 


Mitchell 276 - Sth Ave., New York City 


on which the Japanese signed the surrender ending World War II 

















VISIT LAKE TEXOMA 


, PUT COLOR AND ACTION 
Junior Fashions Shop For Sale; 1500-4 


Wk “7 INTO YOUR POINT-OF-SALI 
j REAL ESTATE Ranch, Farms, Resort Property ADVERTISING WITH GAY. 


Brokers 50.50 


idaasndeieainasin COLORFUL, EYE-CATCHING 


mm, |__| PENNANTS 


SPECIALLY DESIGNED FOR 




















AND 
IN STOCK REALTORS & BUILDERS 
maine oe a Send for Price List and 
REAL ESTATE aout : Illustrated Literature 
ond fer Price thee Baked Enamel on 30 Gauge Metal 
. Write for FREE SAMPLE, etm ARROW FLAG & BANNER 


RICHMOND SIGN COMPANY Literature and Prices COMPANY 
COVINSN GF CNAME SHIVERS sHEsaPeRATES LANCELOT STUDIOS 6014 Curzon Ave., Fort Worth, Tex. 


2232 SOUTH MPTH STREST 100 SEVENTH ST., PITTSBURGH 22, PA. 
RICHMOND 19, VIRGINIA 
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SALES 


e CLEARWATER, 
FLORIDA 
W. S. Shannor 
P.O. Box 1352 
Homes & Busine 
Opportur tre 
Profitable Co-O; 
Plan for Broker 


eCOLUMBLUS 


OHIO 

Robert § 
Dingledine ¢ 
a | iM « 
e 19% 


e DENVER, COLO 
CGarrett-B 
Co 


Sec | 


@EDMONION 


CANADA 

L. T. Melton Rea 
Estate Lt 

10154 103 ‘ 

9 Branche o Se 
You 

Organize ! Se 
ce Spe alized f{ 
Value 


@ALLENITOWN, PA 
Ihe Jarrett 
Organizatio 

42 Hamilton § 
sizing 
Eastern Pen 


eCOLUMBUS, OHIO 
William P. Zir & 


@eLDMONTON 
CANADA 
Camphel A 
Ha iwton Lt 


) Jasper Ave 


eLDMONTON 


CANADA 

L. T. Melton Re 
Estate Lt 
154 e 


eINGLEWOOD 
CALI 


Emerson W. D 
P.O. Box 


@KANSAS CITY 


MO 
Moseley & Cx al 
Reta Wholesale 


Industria 
Suite 1111, Insu 


ance Exch. Bide 
@eWICHITA 

TEX 
Ray 


‘ 
Cx 
P 4 


LMRIWVERSETw eter Renee amex 


e FORT LAUDER 
DALE, FLA 
Jack Higgin 


E. Sunrise B 


e NEW YORK, N.Y 
Fass & Wolper, Inc 


East 42nd St 


Main Street Prope: 


es Anywhere 
the U.S.A 


@ LAMPA, FLA 
R. C. Hilton, I 
8S. Dale 

Mal 


e@ FORONTO, CAN 


FOR INDUSTRIAL 
SITES AND PROPERTIES 


otham 


@ MEMPHIS, TENN 
L.. ©. Bailey & 
Co., Ine 
& Monroe Aven 


eST. LOUIS, MO 


Oo J. Dickman: 
MAI 
HOl Railwa 


Exchange Bldg 
@SCHENECTADY 
N.Y 


KR. ¢ 5 


blase 


e@LORONTO, 
CANADA 





@lLORONTO 
CANADA 


@|ORRANCH 
CALI 
Alter Realty & 
Insurance 
14% Marcelina Ave 
Offices 


FALLS 


Keith Realty 


». Box 2195 


uc 


FOR IDEAL 
STORE LOCATIONS 


@ALLENTOWN, PA @eKINGSPORT 
The Jarrett TEN 
Organization Dougherty-R r 
42 Hamilton St Lease Inve ‘ 
Specializing Property, I S 
astern Penn S 
| ad St 


@ALGUSTA, GA 
Sherman-Hemist: ec 
Realty Co 


| Broad St eo Fellman & Ce 


@bALTIMORE, MD 
B. Howard Richar @SARASOTA, FLA 
ne 


Morris Bldg Yon 8 


eCOLUMBUS, OHIO 

Ww im P, Z 

‘ e@SCHENECTADY 
N.Y 


@ELDMONTON 
CANADA 


l Tl. Me Ke elOLkDO. OHO 


@KANSAS CITY 


MOQ) 
Moseley & Compa @WASHING ION 
Retail, Wholesale 1). 

Industria & Luc 
Suste L111, Insu ( 

ance Exch. B j tth § NW 


FOR FARMS 
AND RANCHES 


ORR ADENTON, @eRICHMOND, VA 
A 


Walter 8S. Hardin 





Realty Co | pera 
h year expenence 
Hardin Blde Writ 
402 - 12th St I 
@LDMONTON @VISTA, CALIF 
CANADA Robert N. Miller 
L.. T. Melton Re +E. Vista Wa 
Estate Ltd Write fe 
154 1U03rd Stre Free Brochure 





Rates for Advertising 
In the “Consult These Specialists” 


Department: 
Per 
Issue 
ne 2 ie $3. 
‘ f e $3 
rv e in 6 ‘ MO 
Additiona! line ‘ pe 
» charge |! U ar tate e 











CONSULT THESE SPECIALISTS... 


FOR REAL ESTATE 


FOR LAND PLANNING 


e\WILMETTE, IL 
M Ht. We 


FOR PROPERTY 
MANAGEMENT 


eCOLUMBUS, OHIO ehDOMONTON 


WW Pr. 7 & CANADA 
( L. T. Melton Rea 
I St betate Ltd 
' ‘ \ ‘ 
@DENVER, COLO 
| ’ @elOrtnRA, KAN 
{ \ 


FOR EXPERT 
APPRAISAL SERVICE 


eCOLUMBUS, OHIO @NEWARK, NJ 
Ww | / i | 
( M.A. 


ee @ NEWARK, NJ 


@eFLDMONTON 


CANADA @eNEW YORK, N.Y 
L. T. Me Re entihe Apt 
Pstate Lid Cory 

Arthur I Je ba ‘nd St 
MAI 5 A alue 
1O01o4 ‘ ‘ 


ef ORT SMITH ePHILADELPHIA 
ARK PA 


Kay E Pattern ik ard J. Sel 
MAJ S.K.A MAI 


NSAS ¢ 
@ha A iy esl. LOUIS. MO 


Ma) 
Jos. F. Rule, MAJ }. Dick 
10 We 4 MAI 
( i ! 
j 
oe MINNEAPOLIS 
MINN 
' , elotbepo, OHIO 
MAI - { W. Btche 
iM eteea Awe MA! 


@6MONTOCOMERY 


N N 
ALABAMA @ PORONTO 


CANADA 
Lester H. iH 
’ { i 
411 Hill J At Yor - 
I] M.A 
e NASHVILLI 
TENN @1UCSON 
j - ¢ ( ARIZONA 
e i%l4 Mark Hi. t ite 
+ Unio MAI R.A 
le b Als i i 


@ WASHINGTON 
pe 








MODEL 30-1 
3 bedrooms—Single Bath 
Available for both 
northern and southern areas 


open the door 


Lol, living. 


Attention to all builders! Open the door to better THYER'S “SILVER PLATTER” PROFIT SYSTEM 


‘ 


living in your community—and spark up your sales as well ( 
Woy 
x 
Z 


) 
Thyer homes are designed for the maximum in convenient ~ 
living and custom-styled to appeal to the most 7 
discerning buyer. Backed by localized sales promotion 
r Financing Service. Your local Thyer Factory 
and national advertising, they practically sell themselve 


Representative will be glad to help you arrange 


The convenient floor plan of the L-shape model construction and permanent financing for FHA, VA or 
. ’ tional kk 
pictured above eliminates family traffic problems. Bed- eT 
rooms and bath can be reached by hall without going through Local Field Service. Thyer factory representatives 


] I ted in 28 stat t t n lan 
the living room, and there’s also a handy short cut to the SENOS DS SU CUES G00 HERSY TS GIN you & ene 
2 development, arranging financing, erecting, and 

bathroom from the rear door via the kitchen. Added 
planning local advertising and mode! home showings 
to this careful planning are such extra Thyer 
Turn-Key Contracting Service. For developers who 

touches as wardrobe-type closets, birch kitchen 
wish to build 100 or more houses at a time, Thyer car 
cabinets and a separate dining area, 


provide a turn-key building service that delivers houses 
P - t 20n ontract ic (At preser ' vice i 
For further information on how Thyer Homes can of @ Dended contract pres pracens Sus sarees f 
available in all Southern and in most Northern states.) 
help you triple the number of houses you build and sell, contact 
i | i Ah hittir 
your local Thyer factory representative or write us today Nationa! Advertising Support. A hard hitting 
program in national consumer magazines pre-sells 
- ‘ ‘ your prospects —helps create buyer interest 
vyer fabricated structural units 


commended by Parents’ magazine in Thyer Homes 


THE THYER MANUFACTURING CORPORATION 


2850 Wayne Street, Toledo 9, Ohio 515 E. Yazoo Street, Dept. 1, Jackson, Miss 





